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The vanishing 
technique of 
Haslam Mills 


Sin,—-Barrington Bree (Decem- 
ber 31) seems wistfully enamoured 
ol the Patience Strong technique 
im copy-writing, as instanced in 
the asiam Mills anthology. 
Fortunately for good sense and 
ood advertising, the technique 

as largely vanished now, except 
in a few of the long-copy beer 
posters in the Underground, and 


THIS WEEK 
How to sell advertisement space in 
small towns—page 62. 
NEXT WEEK 


Case history : How humour aided 
machinery sales. 


the “Dignity and Tradition of 
British Craftsmanship” type of 
advertisement which motor-car 
manufacturers—or their agents— 
still occasionally perpetrate. 

As Mr. Bree’s letter and the 
Haslam Mills specimens show, 
the pseudo-poetic style of this 
kind of writing consists of a 
deliberate and arty use of the 
subjunctive, oppressively delicate 
inversions, an extensive use of 
the pathetic fallacy and other 
“flowers of speech” picked from 
nineteenth century grammar- 
books. It is the kind of writing 
which maiden ladies of advanced 
years consider genteel, 

Mr. Bree gives the show away 
in his last paragraph. The 
Haslam Mills- Patience Strong 
technique was abandoned, he 
tells us, when advertising had to 
get down to real selling during 
the trade slump of 1931. This 
admission requires no further 
comment from those of us who 
believe that advertising’s only 
purpose is to sell. 

One final point; any copy-chief 
telling a latter-day imitator of 


To The Editor. . 


Haslam Mills that his job is not 
tc produce essays or helles-letires, 


reveals himself as woefully 
ignoramt of English literature. 
These stylistic tricks are not 


found in the writing of our major 

authors. They are found only 

in the maundering type of proto- 

Patience Strong exemplified by 

Charles Lamb and Leigh Hunt. 
E. P. Towers. 

Publicity Manager, 

Fords (Finsbury) Ltd., 

Bedford. 


Acquiring respect for 


examinations 

Sm,-—Your correspondent J, L. 
Bullock (December 31) amazes 
me with his statement that the 
examination “is not intended to 
he of practical value.” In that 
case, why take it? 

I did not for an instant mean 
to imply that one wastes one’s 
time in 


studying the many 
theoretical facets of the profes- 
sion, which would, indeed, have 


been “a most damaging and un- 
worthy suggestion,” but, for the 
sake of argument, I would 
suggest that one could do this 
equally well, if not better, if 
one’s aim was to be the pursuit 
of knowledge rather than satis- 
faction of examiners. 

To pass the A.A. examinations 
it was, for instance, theoreti- 
cally necessary for me to learn 
by heart the circulations, rates 
and make-up of several hundred 
auras and magazines—all 
of which data is readily at hand 
in real life, and which is a sheer 
waste of time to memorise in 
detail. 

I took the examinations be- 
cause I believed that the “distinc- 
tions” so earned would be of 
some value to me, and I make 
no apology for so doing. My 
letter was intended to convey the 
impression I have since gained 
that until advertising practi- 
tioners themselves acquire some 
respect for the examinations, and, 
at the very least, encourage their 
executive staff to take them, 
advertising cannot call itself a 
profession—and the examinations 
are, I repeat, a waste of time. 

R. B. Tee. 
34 Marlborough Road, 
Richmond. 


Should a competitor 
be told? 


Sin,—1 want to comment on 


the article “.A Beginner's Guide 
to Trade Exhibitions” by W. D. 
Pereira (December 31), and in 


particular that part which says 
that at trade exhibitions “The 
careless answer to a _ careful 
question may save competitors 
months of work.” 

| feel that this typically 
English attitude to manufactur- 
ing and industry in general is one 
of the main reasons why this 
country lags so far behind the 
United States in technical 
development. 

If it is possible for a free 
interchange of ideas between 
competitors to save months of 
needless work, it should be en- 
couraged and not feared, since 
in the long run the individual 
organisation will gain far more 
than it gives and the general level 
of knowledge, “know how” and 
efficiency within the industry will 

advanced to a tremendous 
extent. 

I have just returned from the 
United States where I was 
amazed to see how manufac- 
turers threw their entire plants 
open to their competitors and 
discussed their most intimate pro- 
duction problems with one 
another quite freely. 

A comparison of the general 
level of efficiency of American 
and British industry will readily 
give an indication as to which of 
the two policies is the more 
successful. 


Allum Lane, GeraLp Lewis. 


Elstree, Herts. 


Italic handwriting 

Sixr,—If your correspondent 
J.L.H. “Calligraphers are so 
formal” (ADVERTISER'S WEEKLY, 
December pe cares to write to 
The Society of Italic Handwriting, 
I'm sure they will find him a 
suitable scribe as their members 
have an astonishing variety of 


styles. T. W. Cripwett. 
49 Newry Park, Chester. 


The price of beauty 


Sin,—As a calligrapher it 
occurs to me that beautiful in- 
formal handwriting presents a 
curious anomaly in the common 
law of supply and demand. 

With the passing of the years, 
it has become sadly but generally 
accepted along with those grace- 
ful accomplishments that have 
lapsed into an uneasy place 
among the lost arts. 

It is universally admired and 
envied, but outside America, 
nobody wants to buy it. 

In selected press advertising, 
it might stand out like a light, 
yet paradoxically, it would appear 


Fo, 
°rty, 
Tk 
to have little value in this 
country except, perhaps, to 


envelope-addressing agencies. 

ARTHUR RICHARDS. 
59 Beaminster Gardens, 
Barkingside, Essex. 


The third founder 


Sirk,—lIn the report of the Ad- 
vertising Club of Oxford's annual 
dinner reference was made to 
the mention by Ivan Luckin, 
our chief guest, to the presence 
of two foundation members in 
Raymond Alden and myself. Mr. 
Luckin did, in fact, mention 
three who were present that even- 
ing and also when the club was 
formed in March 1924, the third 
being Frank Blackler. 

This club owes a very great 
deal to the work done by Messrs 
Alden and Blackler as original 
committee men, past chairmen 
and past presidents. 

E. KINGSLEY BELSTEN. 
Founder and Past President, 
Advertising Club of Oxford. 


Ribble Motor Services 


and Cheltenham 


Sir,—Whilst I deprecate the 
Cheltenham Corporation's deci- 
sion not to join my company and 
other resorts in the special 
features which I am arranging in 
the Lancashire Evening Post and 
Northern Daily Telegraph in 
connection with our Easy Way 
Holidays (as reported in your 
issue of December 24), neverthe- 
less the fact of their not advertis- 
ing in no way affects the pro- 
duction of our Easy Way Holiday 
folders. 

Our programme for 1954 in- 
volves the production of 44 
separate folders of which 13 are 
already in circulation. The 
folder for Cheltenham is one of 


the 13. Grorce BEL. 
Publicity Officer, 

Ribble Motor Services Ltd., 
Preston. 
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—~ ANOTHER RECORD? & 


WOMAN’S OWN during 1953 carried 1075 advertisement pages—-an 


increase of no less than 32% (261 pages) over last year. 


Forward bookirgs for 1954 are already at a higher level than at 
this time last year —sound proof of the confidence which national 


advertisers te women place in WOMAN’S OWN. 


2,123,604 


AUDITED NET SALE (JAN. —JUNE 1953) 


Stuart Mander, Advertisement Director, Newnes Led., . | 
Tower House, Southampton Street, Strand, Whe! 
Telephone : Temple Bar 4363 (40 Mmes) ; 
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1 Home Magazine for \ 
| Viewer & Listen i 


~ “ 4 
wo ee oe OO : ae ae 
Here is dramatic proof that the “ i hg 
success of TV MIRROR as a weekly ti, 


of unique appeal is fully matched 

by its success as an advertising medium. 
Here is proof, too, that TY MIRROR 
—which, like the TV stars themselves, 
is being eagerly welcomed into 

more and more homes—is read by 
Britain’s most prosperous families, 
families with money to spend. % 
In TV MIRROR, as results from other @ 


keyed advertisements confirm, your % 
message is sure of the best home ie 
reception. Book your space NOW! es 


AN A.P. PUBLICATION 
4d WEEKLY » PAGE RATE £150 


A. W. Burnett, Advertisement Director, 
The Amalgamated Press Ltd., 
The Fleetway House, London, E.C.4. Central 8080 
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NET SALES 
ARE STILL 
SOARING 


First circulation figures for the 
last six months of 1953 indicate 
that sales in most fields are still 
rising. 

Circulation of Reveille has in- 
creased by 82,325 from 3,631,478 
to 3,713,803. 

The average weekly sale of 
Woman was 2,837,044, an in- 
crease of 286,332, over the 
A.B.C. figure for the previous 
six eo (2,550,712). Com- 
pared with the equivalent period 
in 1952, the magazine has in- 
creased its sales by 20 per cent, 
or almost half a million copies. 

Harris Kamlish, advertise- 
ment director of Odhams Press, 
states: “The success of Woman, 
shown by the latest A.B.C. 
figures, means that the magazine 
has beaten its own record for 
circulation of any women’s 
weekly blication throughout 
the world” 

John Bull's average sales have 
also increased by 41,081 during 
the July-December period. The 
latest A.B.C. figure is 1,132,544, 
compared with 1,091,463 for the 
first six months of 1953. 

Sales of Illustrated during the 
July-December period were 
1,063,963, compared with 
1,109,162 for the previous six 
months. 


‘Remarkable increase’ 


Sales of the class Sunday news- 
papers—The Observer and Sun- 
day Times—both of which have 
been conducting heavy publicity 
campaigns, have continued to 
rise. New circulation figure of 
the Sunday Times is 551,042 as 
compared with 531,566 for the 
January-June period, and for The 
Observer, 499,852 as compared 
with 475,609. N. R. Berridge, 
advertisement manager of The 
Observer, states: “Compared 
with some of the more popular 
Sunday newspapers our increase 
in circulation is remarkable.” 

Both the Sunday Express anv’ 
the Sunday Dispatch have an- 
nounced their average circulation 
figures for the whole of 1953. 
@ Continued in Stop Press on 

back cover 


S. S. Wheeler 


A statement issued by the 
J. Arthur Rank Organisation 
said: 

“S. S. Wheeler has, by mutual 
agreement with the company, re- 
linquished his appointment as 
managing director of Theatre 
Publicity Ltd. 

“Gerard Holdsworth has: been 
appointed managing director of 

eatre Publicity, 

“Screen Audiences Lid., the 
company founded by Mr. Holds- 
worth and of which he is manag- 
ing director, will join the screen 
advertising group within the 
Rank organisation, 

“The activities of Screen Audi- 
ences Ltd., which include pro- 
duction of ‘Tips,’ the screen 
magazine, will be continued. 

“Sydney Shurman’s position as 


- general manager of Langford & 


Co., Ltd., is unchanged.” 

Mr. Holdsworth was a rubber 
planter in Borneo before becom- 
ing sales representative with 


Wheeler leaving 
Theatre Publicity 


Gerard Holdsworth 
is taking over 


Publicity Films in 1931. He 
joined the J. Walter Thompson 
Co. in 1934. During the war he 
had a distinguished career in the 
Royal Navy, won the D.S.O., 
and took a considerable part in 
the resistance movement in 
Europe. On demobilisation he 
returned to the J. Walter 
Thompson Co. as head of the 
film department. Subsequently 
he founded Screen Audiences. 

Mr. Wheeler, who became 
managing director of Theatre 
Publicity and of Langford & Co., 
Ltd., just over a year ago, left 
the legal department of the Daily 
Express in Manchester in 1933 to 
become advertisement manager 
of the paper. 

After the war he rejoined the 
Express group in London, and 
was appointed advertisement 
manager of the Evening Stan- 
dard. He left in 1946 to become 
the London Transport com- 
mercial advertising officer. 


air A 


Gerard Holdsworth 
Managing director of Theatre Publicity Ltd., the Rank screen advertising company, for a 
year, Stephen S. Wheeler is leaving “by mutual agreement.” : 


He is succeeded by Gerard Holdsworth, a former advertising agency man who recently 
broke new ground in screen advertising with the “Tips” magazine series. 


New club in 
Street ? 


” 


The London club has been 
its iat the W 
H for years. 
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ADDITIVES GIVE 
SPURT TO AD 
BOOKINGS 


Major campaigns] for petrol 
additives broke on Saturday. 
No agreement had been 
reached between the petrol com- 
anies as to the date for “A- 
In fact Shell had origi- 
~ intended launching their 
scheme this coming Saturday. 
But rumours got around and 
they decided to bring the launch- 
ing date forward one week. 
G. V. Nye, Shell eer 
manager, states: “We must than 
our agents, Colman, Prentis & 
Varley Ltd. They got a lot of 
space at very short notice.” 

Shell petrol has been treated 
with LC.A.—Ignition Control 
Additive—which has been on 
the market in America for six 
months. Large s “o7 are being 
taken in national daily, Sunday 
newspapers and _ provincials. 
Posters are being used on buses 
in London and the provinces. 
Stickers are being added to 
posters on outdoor sites 
throughout the country. Labels 
on pumps at petrol stations and 
direct mail letters to all Shell 
dealers are other features of the 
campaign. 


Direct mailings 

Esso Extra is now being mar- 
keted with N.S.O.—naphthenic 
solvent oil, Spearhead of the 
campaign was a direct mail letter 
to all dealers. Large spaces 
have been taken in national, 
rovincial and trade press. 
osters are also being used by 
the agents, McCann Erickson 
Lid. The Esso tiger is still to 
be featured in all Esso advertis- 
ing with the slogan: “Esso leaps 
further ahead.” Bernard Allen, 
Esso advertising manager, states 
that his company had been ex- 
perkneaing with N.S.O. for 
—— a 

esman for Regent de- 
on the starting of all three 
campaigns on the same day as 
“a wonderful coincidence.” 
“TT, the petrol with nothing 
missing plus Volatane Control” 
is the slogan for the Regent 
campaign. Again large spaces 
are being used in national daily 
and Sunday and provincial news- 
papers. Posters have been sent 
to garages and new banners and 
display material are being pre- 

pared by the agents, C. J. Lytle 
fAdvertising) Ltd. 


FILM TO AID SALES 

To promote their sales over- 
seas, J, and H. McLaren Ltd., 
Leeds engine manufacturers, are 
to have a film made illustrating 
the production and use of their 
diesel generating sets. Record- 


ings of the sound commentary 
will be made in 22 languages and 
the film will be sent to 
countries. 
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Major campaigns for petrol plus 


About SOO leading personalities from London's agencies and publishing 
houses attended a cocktail party given at Stanhope Gate last Thursday 


» Carlton Artists and International Artists. 


(left to wre = artist Victor a & Gordon Stapely (director, Carlton 


Artists), Berry (director 


intas), 


national Artists), artist Francis Marshall, as Sharpe (S. H. Benson Ltd.), 
and Rex Williams (art director, Foote, Cone & Belding Ltd.). 


Market survey before new type of 
fluorescent colour is launched 


A market survey revealed that 
the majority of screen printers 
favoured an ink which was ready 
for immediate use and which, if 
necessary, could be thinned with 
white spirit, state Photocolour 
Laboratories Ltd. who are intro- 
ducing a new Fluorink. 

The new type Fluorink, it is 
claimed, incorporates both these 
advantages and is supplied in a 
consistency suitable for most 
screen purposes. If a thinner 
consistency is required up to 
15 per cent white spirit can be 
added. 

New Fluorink colours have a 
longer life and, as with the 
former type, there is no darken- 
ing on exposure. Some two to 
six months can be expected out 
of doors, but in industrial areas 
atmospheric dirt reduces brilli- 
ance rapidly and varnishing pro- 
tection is needed if a long life 
is required. 

New Fluorink is available in 
15 hues. 


Ss 


Advestisine brings 
down the price 


“As a result of national ad- 
vertising, and with it the 
greater competition that en- 
sues, many shoe manufac- 
turers’ products are more 
keenly priced than would 
otherwise be the case,” said 
J. W. Foley-Brickley, sales 
director of Brevitt’s, the shoe 
manufacturers, this week. 
Consequently the public were 
getting value from their 
branded shoe manufacturers 
that would not be realisable 
in any other circumstances. 

“But for the continued 
effort of the branded shoe 
manufacturers, the shoe trade 
in this country will experience 
a recession the like of which 
a has never seen —— 


INTERNATIONAL A CTION “URGED ON 
CIRCULATION AUDIT TECHNIQUES 


At the fifth annual meeting, 
in Bombay, of the Audit Bureau 
of Circulations Ltd., J. C. Jain, 
the retiring chairman, said that 
the time is ripe for organising 
an international convention to 
evolve international standards in 
the audit of circulation figures. 
Such a convention, he said, 
would be a great step forward 

| a ~agr e audit procedure 
and in providing a common 
platform for publishers, adver- 
tisers and advertising agencies 
throughout the world. 

The Bureau in India had 
undertaken a supplementary ser- 
vice—the collection of area 
break-down figures on a volun- 
tary basis. The success that met 
these efforts could be gauged 


from the fact that as many as 
27 publishers, including some 
from Ceylon and Pakistan, sup- 
plied figures to the Bureau. 

Principal officers for next year 
are: J. N. Rist (Lintas) chair- 
man, P. L. Tandon (Lever 
Brothers (India) Ltd.) deputy 
chairman, E. J. Fielden (the J. 
Walter Thompson Co. (Eastern) 
Ltd.) hon. secretary, and J. N. 
Jaini (National Advertising Ser- 
vice Ltd) hon. treasurer. 


MORE ON DIRECT MAIL 
Direct mail advertising cost 
American business $1,138 million 
in the first 11 months of 1953 ac- 
cording to statistics of the Direct 
Mail Advertising Association. This 
is 5.5 per cent more than the 
corresponding period of 1952. 


Some of the guests were 


H. Thompson (director, Inter- 
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New survey of 
Luxembourg’s 
listenership 


Latest listenership figures pub- 
lished by Radio Luxembourg Ad- 
vertising Ltd. show that during 
November—when the survey was 
conducted—1 4,430,000 adults had 
listened to the English transmis- 
sion at some time during a 
seven-day period. This is an 
increase of 500,000 over the 
November, 1952, figure. 

There is, however, some de- 
crease in the average daily 
audience—6,250,000 adults as 
compared with 6,660,000. The 
average Saturday audience is 
given as five million—the highest 
ever achieved for that day. 

Growing audience 

Listenership to individual pro- 
grammes is growing and one 
programme reached an all time 
high. This ~ “Take Your 
Pick,” sponsored by Beecham’s, 
with an audience of 3,700,000. 

For the first time the overall 
daily audience to Radio Luxem- 
bourg in the 32 counties of 
Ireland has been checked. It 
was shown that one-third of the 
population—or more than one 
million adults—listens to Radio 
Luxembourg every night. The 
report was prepared by Social 
Surveys Ltd. 


Furniture makers’ 
aid for stockists 


As a service to the public and 
their stockists, H. Morris & Co., 
Ltd., of Glasgow, opened a per- 
manent showroom in Man- 
chester last week to display their 
contemporary furniture. No fur- 
niture will be sold at the Centre, 
and shopping inquiries will be 
diverted to stockists. 

Alan Buckley, architect to 
A. H. Knowles Ltd., advertising 
agents, of Manchester, was re- 
sponsible for the design and lay- 
out of the Centre. 


Among those present at the press 
preview to inaugurate the new 
Centre were (left to right): Neil 
Morris (H. Morris & Co., Ltd.), 
Mrs. Laurence Scott, WwW. 
McMillan (advertisement direc- 
tor, “Manchester Guardian” and 


“Evening News’), and A. H. 
Knowles (A. H. Knowles Ltd.). 
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ADVERTISER'S WEEKLY 


‘Every effort’ to boost newsprint supply 


New Editor for 
‘Advertiser's 


Weekly ° 


W. A. Cathles has _ been 
appointed Editor of ADvVER- 
TISER'’S WEEKLY in succession to 
C. D. Rant who has been pro- 
moted for special duties with 
Business Publications Ltd. 

Mr. Cathles, who has been 
Acting Editor for some months 
during Mr. Rant’s serious illness, 
joined the Weekly in 1949 and 
was promoted to Associate 
Editor in 1951. 

Mr. Rant had been Editor of 
the Weexty for six years. He 
joined the journal in 1945 and 
held the sitions of News 
Editor and Deputy Editor before 
taking over the Editorship in 
1948. 

It is hoped that Mr. Rant’s 
recovery will allow him soon to 
return to work, when details of 
his new appointment will be 
announced. 


‘Full house’ for 
} conference on | 
classifieds } 


} No more reservations can} 
»be accepted for the second 
+ Classified Advertising Confer- 
ence at Birmingham on 
» February 2. { 

Announcing this, L. J.) 
’ Stallard, convenor of the Con- | 
ference, reports an exception- 
pally heavy demand for tickets. ‘ 
,All available accommodation 4 
pis being taken so as to in-¢ 
{clude the maximum number] 
Yof people who are coming 
from ali parts of the country. { 

Dress for the pre-Confer- 
ence dinner on February 1 
will be informal. r 


Esparto paper 
prices steady 


No change is to be made in 
the minimum mill ices for 
esparto papers. Following a 
meeting of the Association of 
Makers of Esparto Papers in 
Edinburgh, it was announced 
that current quotations will 
continue in operation § until 
March 31. 

Basic price for esparto print- 
ings and writings will thus con- 
tinue at £113 per ton. Esparto 


papers are used as body paper for 
a large tonnage of coated papers 
and boards including art papers, 
chromo and enamel paper, etc. 


RAPID RISE IN CONSUMPTION HAS 
REDUCED STOCKS SHARPLY 


The new rationing period for 
newsprint which started on 
Sunday will be for 12 weeks— 
not 20 as in the period just over. 

Advising newspapers of this fact, 
F. P. Bishop, M.P., chairman 
of the Newsprint Rationing 
Committee, states: 

We regret that it has been found 
necessary to revert to a ration- 
ing period of 12 weeks after 
the specially extended period 
of 20 weeks. 

The reason is the rapid rise in 
consumption which has caused 
a sharp reduction in newsprint 
stocks. 


Supplies contracted for 1954 are 
substantially greater than in 
1953 but are barely sufficient 
to meet consumption at the 
new level. Every effort will 
be made to increase supplies 
and the possibility of extend- 
ing the rationing period, so as 
to give greater flexibility in the 
use of permitted paging, will 
be kept under review. 

But under prevailing conditions 
no further increase in con- 
sumption is possible, and strict 
economy in use is necessary. 

* See “Comment” page 61. 


Outdoor industry 


and ITPA 


form joint committee 


A joint consultative committee has been formed between 
the Institute of Incorporated Practitioners in Advertising, the 
British and the London Poster Advertising Associations, and 
the Solus Outdoor Advertising Association. 


Terms of reference of this 
committee are: “To discuss all 
matters affecting outdoor adver- 
tising which the appointing 
bodies, or any one of them, may 
refer to the committee and which 
are considered by the committee 
to be of mutual interest.” 

R. B. Browne was elected 
chairman of the joint committee 
which _ held 
its first 
= meeting re- 

s cently. The 
» first busi- 
} ness meeting 
> has been ar- 


Representa- 
tion upon 
the commit- 
tee has been 
agreed as 
follows: Re- 
presenting 


R. B. Browne 
the LLP.A., six members and 


the director; representing the 
B.P.A.A., three members; repre- 
senting the L.P.A.A., three mem- 
bers; the joint secretary of these 
two organisations; representing 
the Solus Outdoor Advertising 
Association, three members, and 
the secretary. One co-opted 
member has also been elected. 
The LLP.A. is to provide the 
necessary secretaria‘ facilities. 


TO ANSWER THE CRITICS 


Liverpool Master Bakers’ and 
Confectioners’ Association has 
asked their national association 
to consider the appointment of a 
P.R.O. They say that efficient 
trade public relations are the 
surest method of “taking the 
sting out of criticism of the 
trade.” 


‘ , 

Rather unfair 

E. J. Robertson, chairman of 
London Express Newspapers 
Ltd., referring to the fact that 
the shorten rationing period 
would Jessen the leeway between 
large and small issues, com- 
mented: “It is rather unfair and 
very bad luck that at a time like 
this when newspapers might have 
been expecting to have bigger 

pers they are now, in effect, 
aving a cut. It will not harm 
the ‘big oo ol so much as the 
small publishers.” 


Newsprint supply 
normal last year 


World supply of newsprint 
virtually returned to normal in 
1953 for the first time in 10 years, 
states the Newsprint Association 
of Canada in its annual report. 

Last year, real demand—tepre- 
senting ability to buy as well as 
consumption capacity—was met 
with adequate supply. 

Total world posdeniion in 1953 
was estimated at 10,880,000 tons 
—about 290,000 tons more than 
the previous year. 


At the centenary luncheon of the Staffordshire ‘Sentinel’ in Stoke-on- 


Trent last week. Left to right: A 


. R. Austen (general manager of the 


“Sentinel’’), Sir Ernest Johnson, Ald. James Bostock (High Sheriff of 

Staffordshire), C. L. W. Chant (general manager, North Uf Newspapers 

Group), H. Wallace-Copland (Lord-Lieutenant of Staffordshire), and John 

Thomson (chairman of Northcliffe Newspapers Group and of Staffordshire 
Sentinel Newspapers Ltd.) who presided. 


When advertisers are 
bewildered 


The Government White Paper 
and current reports in the press 
on commercial TV could only 
“bewilder” advertisers, said Eric 
Simond, managing director of 
Arthur Dixon Ltd., last week, At 
a meeting of the agency's clients, 
he introduced Norman Collins, 
director of the Associated Broad- 
casting Development Co., who 
gave an off-the-record talk on the 
likely trends of commercial TV. 

Mr. Collins congratulated & 
agency upon its initiative in try- 
ing to help their clients in this 
way. 


Long service by 
paper—and staff 


In celebration of the centenary 
of the Wellington Journal and 
Shrewsbury News the staff were 
entertained to dinner. 

The managing director, V. G. 
Leake, who presided, mentioned 
18 past and present members of 
the staff whose individual periods 
of service ranged from 32 years 
to 62 years and totalled 879. 

He thanked the whole staff for 
their contribution to the position 
in which the paper now found 
itself and declared, “They have 
always given of ir best and 
are extremely loyal.” 
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ADVERTISER'S WEEKLY 


Club News 
Cotswolds 
Inaugural meeting 


John Rosswick, advertisement 
—w 7 of the Daily Herald, will 
speaker at the inaugural 
meeting of the Publicity Club of 
the Cotswolds to be held at the 
Fleece Hotel, Westgate Street, 
seen, next Thursday, January 
He will be supported by Ivan F. 
Luckin, chairman of the Club 
Development Committee of the Ad- 
vertising Association, together with 
the mayors of Gloucester and Chel- 
tenham and civic dignitaries of the 
sarees tome and Sane, 
‘om Cruwys, publicity manager 
_Rotol Ltd., will preaiée. 


‘Glas lasgow 
Helping industry in 
the Highlands 


Speaking of the tourist trade in 
a talk on the development of the 
Highlands, Lord Malcolm Douglas 
Hamilton, M.P., told Glasgow 
Publicity Club that if more accom- 
modation were available then more 
promotion would be necessary. 

Explaining the aims of the 
recently set-up Highland Fund, of 
which he is _ chairman, Lord 
Malcolm said the main function 
would be to provide loans to 
supplement Government grants for 
farmers and crofters, Small in- 
dustrialists will also be helped to 
establish or expand. 


At the Glasgow luncheon meeting. 

Left to ght: Lord Malcolm 

Douglas Hamilton, D. C. Gourlay, 

club president, and James 
McMillan, 


Aberdeen 


Two speakers 


The Publicity Club of Aberdeen 
held the first evening meeting of 
the new year in the Caledonian 
Hotel last Thursday. 

The meeting was addressed by 
two speakers, J. Orr Mathie, general 
manager of Davidson’ s Paper Sales, 
who spoke on “Paper and its Uses 
and A. C. Farquharson, of 
Cornwall & Sons, whose subject was 
“Selling Print.” 


Oxford 
Grip in the air 


V. J. Evens of the Popular Tele- 
vision Association told the Advertis- 
ing Club of Oxford that the B.B.C. 
was attempting to increase its grip 
on the public. It was maintained 
that if the B.B.C. network of 
stations was increased, the price of 
the licence for viewing would have 
to be increased from £2 to £3. In 
effect, this was saying the public 
must pay more money to be denied 
a free choice of programmes. 


Making the draw for the inter-club public speaking contest. Left to right: 


Norman Groome, the natio 


organiser of the contest, Harold Cave, 


organiser in the midland area, Gwen Payne, organiser in the southern area, 


Norman Moore, 


esident of the Advertising Association, and William W. J. 


tudd, chairman of the executive committee. 


Draw for public speaking 
cup—and ten topics 


Draw Cook 
National Public Ry ” Contest 
was made in A. ion on Tuesday 
by Norman Moore, president of the 
Advertising Association, and 
resulted : 


Northern area: Sheffield v. Leeds 
v. Bradford (at Sheffield). 


Midland area: Birmingham v. 
Leicester v. Nottingham (at 
Birmingham). 

London area (home teams first): 
Berks & Bucks vy. London; Oxford 
v. Regent. 

The London area contest will be 
of two semi-finals and a final; 
other two will three-cornered 
contests. 


Mr. Moore made the draw from 


the silver werty awarded for the 


best individual speaker, in place of 
the top-hat used in recent years. 
Also present were William W. J. 
Studd, chairman of the Advertising 
Association's executive committee, 
Norman Groome, national organiser 
of the contest, Gwen ‘ayne, 
organiser in the southern area, and 
Harold Cave (midland area). 


The contest, between teams of 
three speakers a side, is in two 
parts, prepared and impromptu 
speeches. For the prepared 
speeches the organisers have set 
out a list of 10 subjects from which 
the speakers must choose. 
are: 

Advertising at work: An account 
of the individual's job in the busi- 
ness, or an illustration of the way 
advertising can help industry; Can 
advertising do this?; A plea for the 
use of advertising to cure or solve 
some wibensend ill or problem, 
Advertising over the counter: The 
story of point-of-sale publicity as it 
affects every-day products; These 
also serve: An account of one of 
the various advertising media other 
than the poputer press"; The 
printers’ part; Advertising frome the 
viewpoint of the printer; / would 
like to see this: The hopes of the 
younger generation for advertising 
in the future; “/ remember’; Case 
histories of achievements that prove 
advertising has no need to remain 
on the defensive or be apologetic; 
My advertising club: How clubs 
are serving advertising and their 
locality; A student in advertising: 
Personal stories of the educational 
side of advertising, from the view- 

int of teacher or student; The 

ress: Advertising from the news- 

= w office: its economics and the 
un or pathos of providing and 
selling “space.” 


At the Birmingham Publicity Asso- 
ciation’s dinner-dance last week, 
W. B. Morrell (centre), managing 
director of the Birmingham Gazette 
and Despatch Ltd., talks with E. M. 
Clayson (ef, managing director 
and R. T. Crabtree, a director o 
the Birmingham Post and Mail Ltd. 


Birmingham 


No speeches 


Birming:.am Publicity Association 
departed from tradition at their 
annual dinner-dance last Friday. 
There were no after-dinner speeches 
—-except a very brief announcement 
from the president, the Hon. E. 
Langton-lliffe, to that effect. 

Among the guests were the presi- 
dents of Leicester, Nottingham and 
Wolverhampton publicity clubs. 


JANUARY 14, 1954 


Manchester 


News is duller but 
more responsible 


“The press conference is one of 
the most important phenomena of 
democracy to-day,” John Beavan, 
London editor of the Manchester 
Guardian, told Manchester Publicity 
Association. 

He said this practice and the fact 
that journalists had now 
more specialised * “was a cosy, con- 
venient system,” making for more 
responsible, if duller, news. 


Women’s Club 
Old people’s party 


Each year the Women’s Adver- 
tising Club of London forgo their 
January dinner in order to entertain 
some of the lonely old people of 
London, At this yar oo held 
at the Y.W.C.A,, Russell 
Street, 47 old men "ad a, were 
Geetes by the president of the club, 

iss Marjorie S. Wenmoth. Many 
of the guests were over 80. 


Sheffield 
A great believer 


“IT am a great believer in adver- 
tising and read every single adver- 
tisement in every 7. I buy, but 
few of them do find make in- 
teresting reading,” 
told a luncheon meeting of 
Sheffield Publicity Club last week. 


Leeds 


Films evening 


The Publicity Club of Leeds had 
a film evening last Thursday, when 
a member of the Club, Wallace 
Diggle, of Shell Mex and B.P. Ltd., 
gave a talk illustrated by four films, 
including a colour cartoon, tel - 
the story of the development 
modern motor transport. 


Bournemouth 


Provincial press 


Frank Monkman, senior apes 
buyer and media ae 
Colman, Prentis and Varley Ltd., 
referred to the affection of 
public to its own local newspaper 
in a talk to Bournemouth Publicity 
Club on “The place of the provin- 
cial press in modern day media 
planning.” 


Friday, January 15 

Pusuiciry Cius oF GtLascow 
luncheon. Roy Thomson on 
“Canadian Advertising.”’ Grosvenor 
Hotel. 

Pustictry CLup oF ~ 
luncheon. Marcus 
“Children’s comics—the pros and 
cons.”" 

Monday, January 18 

Pusticrry CLUB OF ABERDEEN 
luncheon. T. H. Murdoch on 
“After dinner king." Caledoni 
Hotel. 12.50 p.m, 

Pusticrry CiLus OF SHEFFIELD. 
WwW. J. Leaper on “Some legal 
aspects of advertising.” 

Puatictry CLUB or Lonpon. Brian 
O’Kennedy on “Adventures in ad- 
vertising."" Waldorf Hotel, 6.15 
p.m 

Tuesday, January 19 

REGENT ADVERTISING CLus. 
L. W. Desbrow on “Media plan- 
ning.” 

Wednesday, January 20 

ApverTisino CLuUs OF OxPoaD. 

J E. Boehm on 


novelties—including 
Chy Restaurant. 6.30 p.m. 


ADVERTISING DIARY 


. January 21 

Pustictry CiLus OF THE CoTSs- 
wo.ps, Inaugural mecting. Speakers: 
John Rosswick, Ivan  Luckin, 
Mayors of Gloucester and Chelten- 
ham. Fleece Hotel, Westgate 
Street, Gloucester. 

East ANOLIAN PusLicrry CLUB. 
Film evening. Great White Horse 
Hotel, Ipswich. 7.30 p.m, 

Barrish Dmecr Mam ADVERTIS- 
ING) «= ASSOCIATION, 

wail,’ : 


club debate. Monotype Corporation 
Lecture Room, Fetter Lane. 
Friday, January 22 

Pususcrry Civus oor Prrer- 
sonovuon, F. Churchwood on “The 
case for co-operative selling in the 
national retail trade."" 

Pusuicrry Cius or i CLeeps 
annual dinner and dance. Great 
Northern Hotel. 7.30 p.m. 

Press ADVERTISEMENT MANAGERS’ 
Association annual gala, Con- 
naught Rooms. 
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New clients, staff for young agency 


Formed just over 18 months 
ago, Auld and Tilbury Ltd. have 
moved to new and larger 
na at 20 Old Queen Street, 

estminster—a charming Queen 
Anne styled house overlooking 
St. James’s Park. 

The staff of the agency has in- 
creased from eight to 20. Clients 
now number 14, representing 
some 24 products. test ac- 
counts to be acquired by the 
age include Lenthéric Ltd., 
Tw perfumes and men’s 

eparations, London Office 

achines Ltd, sales registers and 
calculating machine —_— 
and Mohar Investment Lid. 

Several new staff appointments 


have been announced by the 
agency. 

C. A. Wilson, account execu- 
tive, has been appointed adver- 
tising manager of one of the 
agency’s clients—the refrigera- 
tion division of the Pressed Steel 
Co., Ltd., makers of Prestcold 
refrigerators. He succeeds F. R. 
Best, who, for domestic reasons, 
has joined the sales side of 
Prestcold, covering Sussex. 

The new account executive at 
Auld and Tilbury is A. F. J. 
Wilson who has been sales con- 
sultant with the Bata Devel 
ment Co. a member of e 
advertising department of Parnell 


(Yate) Ltd., and with Lintas Ltd. has been appointed P.R.O. 


He was also for some time a 
trainee under the Hulton Press 
scheme. 

Other appointments include: 
Derek Crowe of Industrial Pub- 
licity Service Ltd., as art director, 
and David Lane, art visualiser 
with E. Allan-Cooper and Co., 
Ltd., as artist. Angela Lennan 
has joined the studio from Erwin 
Wasey and Co. Ltd, BE. C. 
Grafton, previously copywriter 
and account executive with 
A. S. Knight Ltd., has joined the 
agency as copywriter, and Jean 
Brodie, who for the past two 
years has handled the sales pro- 
motion for McCall's patterns, 


New York agency 
chief here 


Victor Bennett, head of the 
Victor Bennett agency of New 
York, is in this country to co- 
ordinate arrangements to take 
over the propaganda of the 
British Woollen Association in 
North America. 

As previously announced, the 
New York agency is taking over 
the campaign sponsored in North 
America by the British Woollen 
Association. The Robert Free- 
man Agency is handling liaison 
in London. 

Mr. Bennett is English. His 
American agency handles the 
Nuffield, Rolls-Royce and Brevitt 
shoe accounts. 

Yesterday Detrnsen ng 1 Mr. 
Freeman gave a lunch for Mr. 
Bennett in the penthouse suite 
of the Dorchester Hotel at which 
several leading personalities ‘n 
the newspaper world were pre- 
sent. Problems of British manu- 
facturers in North America were 
discussed. 


Poster show 


in Glasgow 


The Publicity Club of Glasgow 
together with David Allen & 
Sons Ltd. and the General Bill- 
posting Co., Ltd., are sponsoring 
an exhibition of winning designs 
in the recent international poster 
design competition organised by 
the British and London Poster 
Advertising Associations. 

The exhibition was opened at 
the McLellan Galleries, Glas- 
ow, on Monday by Dr. T. J. 
Cookman. Lord Rector of 
Glasgow University and director 
of the Glasgow Art Gallery. 

In addition to the winning de- 
signs about 200 other entries are 
also on show. The exhibition 
will remain open until next 
Friday, January 22. 


OVER A MILLION REPLIES 


During 1953 the Manchester 
Evening News recorded 1,179,498 


= to box number small 
vertisements. 


Present at this staff luncheon held by Pickersgill Publicity Service, of 
kersgill (managing director) and M il, 


were L, 
(director), and B. C. Will 


illiamson, ma 
offic 


Leeds 


rs. sgill, D. Walls 


mager of the agency's new Sheffield 
€. 


How English Electric salesmen 
can study ‘standard approach’ 


A new sales manual has just 
been issued by the domestic 
appliance division of the English 
Electric Compan 


Entitled How to Sell English 
Electric Domestic Appliances, it 
is the work of Newman Neame 
Ltd., eg ge who were re- 
sponsible for planning the pro- 

uction and for carrying out 
editorial and art work and the 
design. 

The 64 page manual starts 
with _ written basic guide 
to g salesmanship called 
“Four Steps to a Sale.” The 
main body of the manual deals 
with the various appliances—re- 
frigerator, cooker, washer, ironer, 
food mixer and plate warmer. 
Each appliance is diagrammati- 
cally illustrated on a st t, 
thumb indexed, snap Genel 
and is keyed to a list of talking 
points on performance and con- 
struction. 

Answers to the possible objec- 
tions of customers are given, 

a “two-minute presentation” to 
provide the salesman with a 
standard initial approach. A 
quiz at the end of each section 
helps him to check his own 


knowl of the appliance. 
The final section consists of 
cartoons and imaginary dia- 
logues illustrating wrong ap- 
roaches to sales. The salesman 
is asked to discover what is 
wrong in each case, and the 
answers are given on succeeding 


pages. 

Salesmen are reminded that 
success ultimately depends on 
their own efforts to improve 
selling techniques. 

The manual, which is set in 
Plantin, measures 11 in. by 8 
in. and has a plastic bound car 
cover in three colours. New 
pages covering future additions 
to the range can be T-cut and 
inserted wherever necessary, and 
other publicity material kept in 
a convenient pocket inside the 

cover. 


BANKERS’ ORDER 


Following a protest by the 
Bank of England, posters for the 
J. Arthur Rank Organisation film 
“The Million Pound Note” at 
some London Underground Rail- 
way stations were blacked out 
over the week-end. The Bank 
object to reproductions of 
currency. 


ADVERTISER'S WEEKLY 


‘| did not think | 
should live...’ 


H. Albany Ward, head of 
Award Advertising Service Ltd., 
billposters and printers, with 

offices i 


in 
Salisbury 
and Exeter, 
has sent 
£1,000 to 
the West- 
minster Ab- 


I. 
Mr Ward 


has been 
seriously ill. 
He sent the 
cheque to 
the Bishop 
of Salisbury 
Albany Ward With the 
note: “Ear- 
lier to-day I felt that I should 
not live through the night. I 
feel I am to some extent under 
a promise to try to help you in 
some good cause.” r. Ward 
is now understood to be a great 
deal better. 


TV preview for 
Toni campaign 


A preview of the new Toni 
home perm 1954 advertising cam- 

ign was presented to a con- 
erence of Toni Cosmetics Ltd. 
representatives on a closed-circuit 
television in London under 
arrangements by Foote, Cone & 
Belding Ltd., who handle Toni. 

High-spot of the 14-hour trans- 
mission on nine TV sets was the 
answering—-from the screens— 
by James Harrison (managing 
director, Toni Cosmetics Ltd.) 
and Brian MacCabe (FCB 
managing director) of questions 
from the audience in its con- 
ference room, relayed to their 
studio by a new type micro- 
phone. 

The presentation TV  pro- 

mme was scripted and pro- 
uced by Godfrey Howard, head 
of TV and radio at FCB, 
Narration was Brian 
MacCabe. 

The technical installation was 
handled by Star Sound Studios 
Ltd., London. Strand Electric 
& Engineering Co., Ltd. co- 
re) ted over the lighting; and 

sets were hired from Redif- 
fusion Ltd. 


Hard selling 

in the air 
High pressure salesmanship by 
American aircraft manufacturers 
has hel them to “scoop the 
market” in Pakistan, said Nazir 
Ahmed, editor of the Pakistani 
journal Wings and Wheels, 
who left London on Friday after 
visiting various aircraft industries 

in this country, 
Representatives of British 
manufacturers seemed to expect 
that the undoubted quality of 
their products alone would bring 
in or , he said, but American 
agents had visited everyone of 
note in Pakistan and had sold 


FS a eC 
"i 
ee : 
By 
“a 
Rg Wes 
ibe 
exe *. 
Pas y s 
7 oe 
ie 
7 ae 
- aj Be 
g % te eae 
4 i eet 3 . 
i iad 
ee 0 33338888 eee: Sef 
x q % é as i. ? 
CO TR OF fab. “ ; ; 
J . - 4 . ft 7 
a =i aes d ’ 4 “ ~ 
: a “a. oe oa. ’ : ad 
7 << a , a a — “a. 4] nt 
oe, ae Pr ase ee a ed " ae 
‘4 wee i 7 a. ae oe ENE 
zz . a or ' ae ey : : \eaed ae ine 17 
7 a = ae a $ . oe a Bis aie Ee ' ‘t 
I : Es “4 = i “0 
a -_ 4 / + sea ae ~. A sare - 
. . : eee an oe an 
: a é a os re a: 
btw ~w ; oe Se . hey my 
: “Ae : _ *2 daa Be, Git 
Ge a no 
0 » ™ tir i ; nd Ae 
Lan 
+7 - 
F 
OO - 
ee eed 
We 
_ ie ag 
benefit of their salesmen and Lg one 
agents. f a 
oe 3 ee 
pe a ae 
+: eae 
‘, 7 
Meer 
Je 
a 
a 
vr 
a 
: 
ma 
z 
a - 
—— . r a. 
Pe : 
ee hard. * 
<_ 
5 
Y oe ‘eo Ware = ae ey a ie : ee ee ee as be — eee ie ie 
= enon a ee. = e — ee es \.- eae ae mere ; 
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Gerald Sanger’s 


new appointment 


Associated Newspapers announce 
that Gerald Sanger, who has been 
connected with the Group for many 
years and who has been a director 
since 1944, has been appointed to 
an administrative directorship. Mr. 
Sanger has been editor of British 
Movietonews for 24 years as the 
nominee of Lord Rothermere. 
Although he will continue to re- 
main a director of British Movie- 
tonews, and will be available by 
agreement with Associated News- 
papers for special duties with that 
company from time to time, Lord 
Rothermere has now nominated Sir 
Gordon Craig to represent him in 
place of Mr. Sanger. Mr. Sanger 
will take up his new appointment 
with Associated Newspapers as 
from February 1. 


” - * 

Dennis Caton has been appointed 
to the board of Dolan Davis Whit- 
combe & Stewart Lid. He has been 
a senior account executive with the 
agency from its founding. In addi- 
tion to being the author of Ad- 
vertising Explained, Mr. Caton has 
been manager of the British Export 
Trade Advertising Corporation; an 
account executive with c. 
Pritchard, Wood & Partners; senior 
account executive at Foote, Cone & 
Belding and advertising manager of 
Frigidaire. 


‘Star’ ad manager has 
retired 


F. A. Wilkinson, advertisement 
manager of The Star for the past 
20 years, has retired after 48 years’ 
service with the department, broken 
only when he joined the Army in 
1915 and was wounded after six 
months’ service in France, being 
discharged after 16 months in 
hospital, Mr. Wilkinson has served 
under six editors and has seen 
many changes in the format and 
fortunes of the paper. He plans 
to move to Worthing. He is suc- 
ceeded by Alan J, Webber, who 
joined the paper 20 years ago as its 
city representative and, after service 
in S.E.A.C, in the second world 
war, became assistant advertisement 
manager just over a year ago. 

a * - 

S. C. Pavey is joining Regina 
Studios (Signs and Displays) Ltd. 
next week in an executive capacity. 
Since the war he has been with 
Small, Sons & Co., display and 
promotion material manufacturers. 


Dennis Caton 


Leslie W. Goss 


Robert Booth, who was formerly 
press and public relations officer for 
Auger and Turner Ltd., and before 
that a press officer for the British 
Thomson-Houston Co., Ltd., has 
joined Editorial Services, Ltd 

* * * 

Clifford John has joined 
Mather & Crowther as account 
executive. He was previously with 
Graham and Gillies Ltd. and has 
also worked for Young & Rubicam 
Ltd., Spottiswoode Dixon & Co., 
Ltd., and Arks Publicity. He was 
captured at Singapore and spent the 
rest of the war on the Burma rail- 
way as a prisoner of the Japanese. 

* * . 

David Ogilvy, president of Hewitt, 
Ogilvy, Benson & Mather Inc. has 
announced the elections of William 
S. Blair and Judson H. Irish as 
vice-presidents of the company. Mr. 
Blair joined the agency in January 
of 1950 and is director of research. 
Mr. Irish joined the agency in July 
of 1952 and is copy chief. 


McDonough Russell 
leaving PWP 


seenene Russell, associate 
rca and chief copywriter of 
FP. Pritchard, Wood & Partners, 
is AA a. the agency at the end of 
this month. A Cambridge M.A. and 
a barrister-at-law, Mr. Russell began 
his copywriting career with P.W.P. 
after a year with his father, Thomas 
Russell, the advertisement con- 
sultant. Later he was a senior 
copywriter with London Press Ex- 
change and Rumble, Crowther & 
Nicholas. Leaving the R.A.P., after 
the war he was copy chief of 
Service Advertising for two years 
and then rejoined P.W.P. seven 
years ago. 
- * * 

The following directors of firms 
in the advertising and publishing 
industries have recently been elected 
Fellows of the Institute of Direc- 
tors: Edgar R. Baker (Time-Life 
International), M. Carey (Shaw & 
Sons), Miss G. D. Cleverley 
(Charles F, Higham), F. W. Cran- 
mer (Croydon Times), E. G. W 
Hulton (Hulton Press). Jos. F. 
wg (Brown, Knight & Truscott), 
E. Murdock (Acme Printing 
ae , Rose (S. Tinsley & Co.), 

Slau (Argosy & 
Sandal Libraries), John Trundell 
(ohn Trundell Partners), Sir 
James Waterlow (Amalgamated 
Press), Miss Thirza West (West 
Dean Exhibitions), David W. Wicks 
(Sidney F. Wicks). 


Gerald Sanger 


F. A. Wilkinson A. J. Webber 


G. E. Mackenzie, formerly of 
The Recorder, is to represent the 
Birmingham Post in regard to city 
advertising. 


. * * 


G. A. Birtill, managing director 
and editor of the Chorley Guardian 
Co., Ltd., has been elected presi- 
dent of Chorley Chamber of rade 
a Commerce. Mr. Birtill, who ‘is 

began to attend meetings as a 
ae nearly 20 years ago, and 
for the last seven years has been a 
member of the executive committee 
as a representative for his compan 
He is also secretary of the rote. 
western region of the Guild of 
British Newspaper Editors. 


Garth W: 


ood, a director of F. C. 
Pritchard, Wood & Partners Lid., 
was heavily disguised when he dis- 
tributed presents to more than 4 
children at a New Year Party last 
week. The guests, all children of 


PW.P. staff, enjoyed an “old- 
fashioned” tea-party, complete with 
gleaming silver, candlelight, and 
conjuror, at the luncheon club in 
the agency's Savile Row offices. 
7 * . 


B. B. Muir, who has retired from 
the firm of Gilmour & Dean Ltd., 
colour printers, Glasgow, after 32 
years’ service as secretary and direc- 
tor, has m presented with a 


television set by the directors and 
a wrist watch and other gifts by the 
employees. 


G. E. Mackenzie 


22 years with the 
Blandford Press 


Leslie W. Goss, advertisement 
manager of Junior Age, is resigning 
from the Blandford Press group 
early next month, after 22 years’ 
service. He is to be sales manager 
and personal assistant to the 
managing director of Jenny Hockley 
Ltd., Great Portland Street, 
London, W.1, manufacturers of 
children’s and teen-agers’ dresses 
and coats. 


— 7 * 

W. E. Webster of C. & E. Layton 
Ltd. is now on a round trip to 
South America which will take him 
out of the country for eight or nine 
weeks. During his absence Edward 
Budd will assume responsibility as 
acting sales manager. 

* * * 

Sylvia Weinberg, director of Arm- 
strong-Warden and vice-chairman of 
the Publicity Club of London, left 
Northolt Airport on Monday for 
a holiday in North Africa. 


Radio record 


A new record will be established 
by Albert Milhado—managing direc- 
tor of Albert Milhado & Co., Ltd. 
—when to-day (Thursday) he makes 
five broadcasts over three different 
networks. 


* * * 

A. Max Beaton, advertising and 
publicity superintendent, Great 
Northern Railway Board (Ireland), 
has been appointed staff officer to 
the board. The advertising and 
publicity operations are being 
merged in the traffic manager's 
department. 

* * * 

Phillip Gardner, account executive 
with Godbolds Advertising non, 
has had a pastel accepted b 
Pastel Society for their ¢ tibition 
at the Royal Institute Galleries, 
Piccadilly, 


* 

W. G. Sutherland, who is now 70, 
has relinquished the editorship of 
the Journal of Decorative Art and 
British Decorator and the managing 
directorship of the publishers, the 
Sutherland Publishin Company, 
Ltd. For the present 4 is retaining 
the chairmanship of the company 
and will also continue his connec- 
tions with the trade journal as 
advisory editor. John orth 
succeeds him as editor and managing 
director of the Sutherland Publish- 
ing C ongete, Lt _ 


Mrs. David Napier, for seven 
years advertising manager of D. M. 
Brown's of Dundee, one of the 
House of Fraser stores, has re- 
signed. 

* * * 

A daughter, Susan Ann Carol, has 
been born to the wife of Arthur 
Pullin of the production department 
of Stuart Advertising Agency Ltd. 
Mrs. Pullin was formerly employed 
by Clifford Bloxham & Partners 
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NEW NAME, NEW OUTLOOK! That’s the programme 
for this famous advertising medium from April 
onward. With the accent on home and all that’s 
init, Weldons HOME JOURNAL will have more 
of everything—more pages, more colour, and 
brilliant new features on every topic women talk 
about. Fashion, Fiction, Home, Beauty, 
Mothercraft ... Weldons HOME JOURNAL 
will be the monthly magazine for women 


April issue on sale MAR. 10 - Press day FEB. 10 - Page rate £160 


PRINTED THROUGHOUT IN PHOTOGRAVURE 


Re-launch > 


of a Famous Woman’s Magazine 


A. W. BURNETT, Advertisement Director, WELDONS LIMITED, 30 SOUTHAMPTON STREET, LONDON, W.C.2. TEMple Bar 2745 


1/3 Monthly £ 


of cultured tastes—and comfortable means. 


An initial printing ender of 


75 ,000 : 

~ has been planned. : 

Yet advertising rates remain the same. This is mag- 
nificent advertising value, so secure your space 
in the new Weldons HOME JOURNAL — Now. 
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ADVERTISER'S WEEKLY 


Set conversion may limit initial audience 


for competitive TV 


“ADVERTISING DID NOT TRY TO FOIST 


NEW MEDIUM ON THE PUBLIC’ 


No case can be made out against the advertising business 


for trying to foist television advertising on the public, states 
the annual report of the advertising and publishing trades 
section of Manchester Chamber of Commerce. In a detailed 
study of television prospects, the section calls for a factual 
Government statement on when alternative programmes might 


be expected to start. 

The report states: “Before any 
alternative programme can 
received by the public, there will 
be some 34 million sets to be 
converted to dual or triple wave- 
lengths. Are the some 25,000 
radio dealers in this country 
staffed for such a large under- 
taking? 

“If it be assumed that each 
dealer might convert 100 sets in 
a year on top of his normal busi- 
ness of installing and servicing, 
only half of the existing sets can 
be changed over in the first 12 
months. 

“During the period when 3} 
million owners will wish to have 
their sets converted, dealers will 
be placing on the market a 
further million and a quarter sets 
which will need installation and 
servicing during the ‘settling- 
down’ period, 

“In regard to the converter unit 
itself, there have been some very 
optimistic statements, yet it would 
appear to be true that the manu- 
facturers themselves are not yet 
in a position to go ahead on 
mass production lines with a 
universally satisfactory converter. 

“Indeed, it is not yet certain 
that conversions can be con- 
veniently carried out prior to 
the actual new transmissions 
except by the old television sets 
being returned to the manu- 
facturer or to some centre with 
facilities for stimulating trans- 
mission. 


Trade needs a sporting chance 


“Undoubtedly there will be 
complete conversion units de- 
signed, but one cannot be 
envisaged which may be satis- 
factorily installed by the un- 
skilled. Of the new valves which 
will be necessary in some cases, 
there is still no trade announce- 
ment.” 

Urging the need for a time- 
table, the report comments: 
“What is obviously required is a 
factual statement from the 
Government as to when the 
alternative rogrammes may 
commence. e trade should be 


given a sporting chance to organ- 
ise themselves in readiness. 
“Until some time-table has 
been worked out and the prob- 
lem of conversion has somewhat 
cleared itself, who can set a value 


PESOS OS 


The economics of } 
competitive TV 


In “Television: A World 
Survey,” published last week 
by Unesco, it was stated that 
it is “questionable” whether 
a commercially successful 
television station can be 
operated on a limited broad- 
cast schedule which restricts 
advertising time. 

“The economics of tele- 
vision in a competitive 
system provide an incentive 
to increase broadcast hours to 
the limit of profitability,” 
} states the report. 
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on the new medium? ‘Audience’ 
will not be a matter of pro- 
gramme quality but the simple 
fact that many sets will not be 
ready to receive the programme. 

“No doubt there will be a keen 
demand from advertisers to use 
the new medium, especially at 
the inception, but with the best 
goodwill in the world they will 
want to know what is the poten- 
tial audience, and until an 
‘economic’ audience is available 
they will not be interested in 
providing anything like the 
revenue required to operate pro- 
grammes even in the early stages 
of the new development. 

“It has been assessed that the 
average cost of a a pro- 
gramme might be in the region 
of £3,000 to £4,000 per hour 
allowing for interest repayments. 
Given that five minutes advertis- 
ing are allowed during any one 
programme hour, the cost could 
work out at £800 per minute, not 
a big figure assuming an audience 
of 1,000,000. 

“Some basis for comparison is 
found in cinema screen costs; 
the quarter-minute colour filmlet 
costs approximately 3s. 8d. per 
thousand audience which would 
equal £750 per minute per 
million. Considered along these 
lines, once all the sets in the 
country are converted the potential 
revenue to the new television 
system should be more than 
adequate. 

“It would therefore seem that 
the first problem of the new tele- 


~ January 14, 1954 


Pictured at the annual meeting of the advertising and publishing trades’ 


section of Manchester Chamber o 


Commerce. 


Seated: (Left to right) 


H. L. Hardwick (Pratt & Co., Ltd.), John Newton (chairman of the 
section), James Bleakley (Manchester Billposting Co., Lid.). Randirg: 
F. Churchward (C.W.S.). S. C. Butler (secretary of the section), ‘ 
McMillan (Manchester Guardian” and “Evening News’’), D. MacDonald 
(Donald MacDonald Ltd.), C, F. Doncaster (“Textile Mercury’). 


vision system is to go all out for 
an early potential audience of 
1,000,000 and to reach this stage 
with the minimum. of delay; 
unless the new system is to run 
without ‘audience’ and more im- 

rtant still, without revenue, 
or a few expensive months. 

“The B.B.C. will affect the 
British issue enormously. It must 
be accepted that a major problem 
concerning advertisers will be the 
uncertainty of their programme 
attraction in competition with the 
B.B.C. which is likely to have 
first choice of national features 
of high value. 

“A programme carrying expen- 
sive advertising may find itself in 
competition with an irresistible 
B.B.C. item with disastrous 
‘audience loss’—a position aggra- 
vated by the transitory character 
of television advertising.” 

Declaring that recognised ad- 
vertising bodies have not yet 
commented on the White Paper, 
the report states : 

“Throughout the whole con- 
troversy the advertising com- 
munity as a whole has not yet 


Leeds Chamber of Commerce are 
urging the Government to recon- 
sider those sections of the White 
Paper on television which cover 
the licensing of stations and the 
suggested withdrawal of the ban 
on politics and religion. 


expressed a desire that the alter- 
native television programmes 
should be financed by advertising; 
the suggestion that the pro- 
grammes be provided by adver- 
tising was a logical outcome of 
American experience and purely 
a matter of national capehensy. 

“On these grounds, no case 
can be made out against the ad- 
vertising business of wishing to 
‘foist’ television advertising upon 
the public. 

“Indeed, the fact that tele- 
vision may not increase the over- 
all advertising expenditure is an 
important economic factor in the 
general question of television 
policy.” 
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This display basket is being issued 

by Chiswick Products Ltd. for their 

new rose-perfumed Mansion furni- 
ture polish. 


Gas council films 
for lunch shows 


Film shows are being staged in 
the leone of the gas section at 
the Building Centre in Store 
Street, London. The Gas Coun- 
cil has installed an Ampro Day- 
light film projector. It is a self- 
contained unit showing the film 
through the front of the appli- 
ance—similar to a TV receiver. 

One of the films being shown is 
“Pride and Joy” in which Philip 
Harben demonstrates a variety 
of gas cookers. A number of 
new Gas Council films now in 
course of production will be 
shown soon. 

The Gas Council is also pro- 
viding a programme of informa- 
tion films for some of the lunch- 
time shows given in the Building 
Centre’s lecture theatre for archi- 
tects, builders and architectural 
students. 

Since the Building Centre was 
reopened two years ago about 
150,000 visitors have inspected 
the latest developments and tech- 
niques of the building and allied 
trades and industries represented 
in the varied display. 
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There goes George off to work 


With the biggest daily net 
sale in the world, the 
DAILY MIRROR 
offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 


At one time George went to work by bike, and it took quite a 
lot of saving to buy it. But things have changed since then. 
George earns a lot more for one thing. He belongs to that 
section of the community whose wages and purchasing power 
have increased the most. 


George is a foreman in a local factory. His young son works 
there, too, while the elder one is in the building trade. They 
live in a subsidised house, and save by being able to get good 
canteen meals. 


UNLAAAALLUUUUUUUUNLLUL 
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All workers are not as fortunate as George, of course, nor do 
the majority of them own new cars, but there are far more 
working class car owners than is usually imagined. In fact, 
according to the Oxford University Institute of Statistics, 
nearly half the cars in the country are owned by people earning 
less than £12 a week. People like George are the ones with money 
to spend nowadays. 
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DAILY MIRROR 
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NORTHERN DISPLAY MEN TOLD: 


‘Great future in prospect 
for silk screen print’ 


A future was predicted for silk screen printing 
by H. Ashford Down, when, as national president, he 
addressed the northern branch of the Display Producers 
and Screen Printers Association in Manchester. 


He said that the Association 
and the industry had gone from 
strength to strength during the 
past few years. The printing 
trade in general hed now 
realised, more than at any time 
in its history, the possibilities 
that lay ahead for silk screen 
printing. 

“When I started my term 4s 
president I said we needed more 
money, more members and more 

blicity,” said Mr. Down. “So 
ar, we have had them all. As 
our industry grows in importance 
—and in size—it is even more 
necessary for us to consolidaic.” 

S. Herbert, chairman, Mid- 
lands branch, who also addressed 
the meeting, pointed out that the 
silk screen industry was young, 
and was taking advantage 
many of the points learned in 
letterpress printing. “There is a 
big future in front of us,” he 
went on. “Every one of us is an 
ambassador. We have to make 
people realise that silk screen 
printing has come to stay, and 
make realise its capabili- 
ties.” 


Steady progress 


Following the annual meeting, 
members’ questions were 
answered by a panel consisting 
of Mr. Down, Jack Clements, 
a ~~ =) Mr. Herbert, and 
L. G. Parker, general secretary. 
The questions were put by 
Winstan Gordon, chairman of 
the northern branch. 

Winstan Gordon, in his annual 
report, stated that the year had 
been one of quiet but steady 
oe. Membership of the 

ranch represented per cent 
of the total membership of the 
Association. 

Mr. Gordon was re-elected 
chairman and Joan Foster honor- 
ary secretary. The following 
committee members were re- 
elected: R. Brown, P. E. Farrer, 
F. Mellor and H. K. Middleton. 
New members of the committee 
are F. E, Braton and 
Hellawell. 

During question-time, Mr. 
Clements was asked about the 
benefits to the trade of the 
annual competitions. He said 
that the person who was willing 


to put his work on show to the 
tr and to the public, without 
fear of criticism, had much to 
gain. If successful he might get 
publicity which he could not 
normally afford. Even the un- 
successful competitor had every- 
thing to gain from entering the 
competitions, Mr. Clements went 
on. His work might be just 
what a visitor was looking for, 
and considerable business could 
follow. 

Mr. Down maintained that the 
competitions had another impor- 
tant value—in educating print 
buyers on the various aspects of 
the silk screen industry. The 
competitions were the finest pos- 
sible way of showing buyers the 
tremendous progress made by the 
silk screen industry in the past 
few years. It was a great pity 
that the competitions only at- 
tracted three or four entries in 
each class, when there could— 
and should—be 30 or 40. 

Mr. Gordon asked Mr. Parker 
what, in his opinion, were ap- 
propriate rates of pay for 
women employed in the silk 
screen printing industry. Mr. 
Parker said that under an exist- 
ing agreement, women silk screen 
printers’ wages were 80 per cent 
of the men’s. There was, how- 
ever, no definite rate for 
wrackers, assemblers and car- 
penters. 


Summonses against 


suppliers 


Summonses under the Mer- 
chandise Marks Acts have been 
taken out against a West-End 
gown manufacturer by the Retail 

rading-Standards Association. 
They will be heard at Marl- 
borough Street Magistrates’ Court 
on February 1. © summonses 
allege the false application of 
the description “Pure Silk” to 
organza dresses supplied to a 
retail shop. 

Pr ings are also to be taken 
in North London in the near 
future against a manufacturer of 
knitting yarn. Summonses will 
allege the false application of 
the description “100 per cent 
nylon” to knitting yarn supplied 
to a large London store. 
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Welcoming the two American children, Richard Gunz and Gertrude Burns, 
who visited the Schoolboys’ Own Exhibition as guests of Weetabix 
Litd., are E. Godbold (left) of Godbolds Litd., who dle the Weetabix 
account, and E. T. Fennell, a director of Willing’s Press Service Lid., who 
were responsible for the publicity and advertising for the exhibition. 


Central marketing organisation 
formed for two companies 


A central marketing organisa~ Macleans Ltd., and S. R. Jubb, of 
tion has been formed for the the advertising riment of 
two companies—T. J. Smith & T. J. Smith & Nephew Lid., as 
Nephew ., makers of Elasto- group executives; D. J. P. Bird, 
plast and Gypsona, and Herts copywriter with W. H. Emmett 
Pharmaceuticals Ltd., makers of & Co., Ltd., as head of the copy 
Nivea cream. It will be known _ section; and F. E. Risbridger and 
as Smith & Nephew Lid. C. E. Stork, who were both with 

With the new organisation is the advertising rtment of 
a publicity division which will T. J. Smith & Nephew Ltd., as 
be responsible for the entire head of the art and photographic 
advertising of the Smith & studios respectively. Public re- 
Nephew group of companies lations officer is Miss F. Christo- 
which, in addition to T. J. Smith pherson, who was previously 
& Nephew Ltd. and Herts Phar- editor of Nivea News, the house 
maceuticals Ltd., includes Lilia journal of Herts Pharmaceuticals. 
Ltd., sanitary towel manufac- The present advertising agents, 
turers, Smith & Nephew (Man- including nearly 30 overseas, will 
chester) Ltd., makers of Land continue to service the accounts 
O’Nod and Trimsona women’s of the respective products. 
and children’s clothing, Glen % See Mainly Personal page 90 


Mills Ltd., Oliver Ormrod Ltd., 
Good design as 


Smith & Nephew Research Ltd. 
a sales factor 


and Smith & Nephew Engineer- 
“To consumers whose educa- 


ing Ltd. 
Head of the publicity division, 
who will act as group publicity 

controller, is C. W. Crouch, for- ti5, makes them fairly critical, 
merly adver- good design should be a potent 
using man- sales factor,” Gordon Russell, 
f director of the Council of In- 
member yn dustrial Design, told the Market 

s the board of Research Society in London. 
, T. J. Smith After dealing with the prejudice 
5 of the average consumer to-day 
Ltd. AP- against new designs, he went on 
pointments ty say that manufacturers and 
to the divi- retailers could build up a new 
Sion If goodwill, especially among young 
clude : people, by recognising — and 
E. J. Fen- appreciating their critical 
ton, pre- approach and by making allow- 
viously ad- ances, even small at first, fur 

vertisin their more advanced tastes. 
manager Asked about the best way of 


C. W. Crouch 
Herts Pharmaceuticals Ltd.,asad- attempting to discover these dif- 


ministrative advertising manager; ferences in tastes of the younger 

L. G. Bellack, Lintas Ltd. account cape to their predecessors’, 

executive, as operational advertis- replied that he considered ex- 

ing manager; M. B. Carroll, hibitions to be far more effective 
f than lengthy questionnaires. 


Somerset 
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During the six months ending December, 1953, 
WOMAN has again beaten its own world record sale. 
The figures just published by the Audit Bureau of 
Circulations guarantee an average weekly net sale of 


2,837,044. Actually the print order for the last 12 
weeks has been considerably in excess of this figure. 


WOMAN has by far the greatest exclusively 
feminine readership (ever 6,000,000) of any paper 
or periodical in Britain, and is a mighty national 
advertising campaign in itself. Advance advertise- 
ment bookings for 1954 are at a new record both 


for colour and monotone. Colour. except for the 
Christmas issue, is completely sold out! 
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During the six months ending December, 19553, 
this weekly has again increased its sales. The figure 
just issued by the Audit Bureau of Circulations 
shows an average weekly net sale of 1,132,544. 


Advance bookings for 1951. both monotone 
and colour, indicate a record year ! 


Continuing its policy of serialising before book 
publication the new novels of best-selling authors. 
JOHN BULL is about to begin a finer editorial pro- 


gramme than ever that will take this magazine 
further and further ahead. 
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ILLUSTRATED continues to enjoy vast popularity 


with readers and the great confidence of national 
advertisers. 


The figure just issued by the Audit Bureau of 
Circulations for the six months ending December, 
1953, reveals an average weekly net sale of 1,063,963. 


Advance advertisement bookings for 1954, 
both for colour and monotone, indicate another 
record year! Watch ILLUSTRATED — Britain's 
Brightest Picture Paper ! 
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COMMENT 


NEWSPRINT 


The statement issued the 
Newsprint Rationing Commit- 
tee this week can hardly be 
described as satisfactory. 

The reason given for a return to 
the 12 weeks rationing period 
after the extended period of 
20 weeks is “the rapid rise in 
consumption which has caused 


will have meantime on news- 
paper . 


Fantastic position 


The newsprint supply situation in 
Britain has reached a position 
of fantasy. 

The annual re of the News- 
print ation of Canada 
asserts that the world supply 
virtually returned to normal in 
1953 for the first time in 10 


years. 
lt adds that last year real de- 
presenting ability to 
buy as well as consumption 
capacity—was met with ade- 
quate supply. 

In other words, there is no 
shortage of newsprint. Finan- 
cial controls alone are restrict- 
ing newspaper publishing. 

The remedy is in Mr. Butler's 
hands. 


Spur to sales 


The Chancellor has appealed for 
a greater selling effort than 
ever, and he must realise that 
a sound home market is the 
first essential to any export 
effort which is to be successful. 

The newspaper is one of the 
mosi powerful media, and to 
fetter its free development is 
to jeopardise the marketing 
structure upon which the ex- 
port drive depends. 

Every effort should now be made 
to shake off the shackles of 
control, and give free rein to 
that enterprise which is the 
lifeblood of publishing. 

Mr. Bishop, like Lord Woolton, 
should have one ambition—to 
work himself out of a job. 


61 


Americans like 
being sold... 


RE there any general 
lessons to be passed on 
about selling in America; 
what is the best way to 
approach the market, and how 
do the Americans respond to a 
novel approach? 

First and foremost, I would 
say that a forthright, bold, 
ambitious and original approach 
is indicated. Something high- 
spirited, swashbuckling even, is 
most likely to succeed. Why? 
Because Americans react favour- 
ably to an unorthodox approach; 
they like being sold, if they are 
well sold; they are unstinting in 
their praise of a selling and 
publicity job well done, and they 
have an innate affection and 
admiration for tried and trusted 
British products. 

In truth, the same goes for 
European products generally, and 
it is to our advantage that other 
countries, with acceptable pro- 
ducts to offer, hesitate to take the 
plunge, to go in in a big way. 

It might almost be accepted as 
an axiom that to nibble is to 
invite defeat. It is so large, this 
consumer market, that anythin 
less than a “whole hog” approac 
is almost a waste of time. 

If they like your presentation 
and if they like your product they 
will buy it and, what's more, 
they will talk about it. But woe 
betide you if it isn’t available on 
demand. If you haven't achieved 
substantial distribution don’t 
launch a heavy advertising cam- 
paign. The celerity with which 
Americans will take up a new 
idea, or a new uct, is 

ualled only by the promptitude 
with which they will drop it if it 
isn’t readily available. 

These are, perhaps, first 
principles that apply to any 
market, but a difference lies not 
only in the size but in the re- 
ceptivity of the American market. 
Unlike others, Americans do not 
eo up hea sales resistance. 

atch a g sales effort being 
made, through any medium— 
direct personal approach, by pub- 
licity and advertising techniques, 
or on a television screen—and 
you will see an indulgent smile 
come over the face of the recipi- 
ents. “That's good going, boy,” 
they seem to say, “I'll buy it.” 

If you've got an old-established 
British product, tradition-bound 
and known already to the cog- 
noscenti, you have got something 
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America has sent us The 
Voice, The Look, The Body, 


but Britain sent them 
THE BEARD~> 
to work on. But whilst stressing 


old associations and, if you like, 
snob appeal, beware of being too 
obtrusively “British” — stuffy, 
humourless and unbending. 
Whilst maintaining a proper 
dignity—essential if you are to 
preserve your position above the 
ruck of products to which the 
attribute of quality is but a name, 
discounted by all—do not appear 
te mind a joke or two at your 
expense. ey will like you and 
your product more if you don't 
take yourself too seriously. 
Te counsel, which springs 
rom experience, presu 
early collaboration with an 
advertising agency that goes in 
for, or is amenable to, the bold, 
unorthodox approach. If from 
that beginning there should stem 
a flow of publicity, closely asso- 
ciated with the advertising, the 
cost of this essential adjunct will 
not be high; but dividends will. 
American newspapers, like 
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GUEST COLUMNIST 


CMDR. E. WHITEHEAD 

who was featured as ‘The man 

from Schweppes’ in his company's 
advertisements in America. 


others, are ready enough to print 
news items; but they don't like 
hand-outs, bereft of news value, 
any more than ours. Moreover, 
they are generous with their 
praise and far less “cagey” about 
mentioning the name of the 
product, if that name makes 
news. Similarly, television and 
radio programmes, even though 
sponsored by others or in pro- 
cess of being sold to sponsors, 
are generous to a degree in giving 
a where they think credit is 
ue. 


To-morrows. TOPICS 


® Competition between face 
and 


hand cream manufac- 

turers will become keener. 
A new line will be launched 
very shortly. It is expected 
to liven the market consider- 
ably. 

®Steps are being taken to 
introduce Telemeter — the 
American system of coin-in- 
the-slot television—in this 
country. If the necessary 
authority is obtained, it 
will play an _ important 
part in commercial TV here. 

© Surprise developments on 
newsprint are expected soon 
after the Chancellor of the 
Exchequer returns from 
Australia. 

® A second batch of Purchase 
Tax cuts will lead to big 
advertising campaigns in the 
spring. 


(Showcards) 


Walkers 


® Screen advertising firms are 
speeding up preparations to 
cash-in on the introduction 
of commercial television. 


® Next big development in 
national newspaper publish- 
ing may be printing by 
gravure. This would facili- 
tate colour in advertisements. 

®A new baby food is to be 
marketed soon. It will be 
launched with a record ad- 
vertising campaign. 

® Extensive publicity is plan- 
ned to mark the fiftieth 
anniversary of a popular 
perfume. Other manufac- 
turers are expected to react 
sharply. 

*® A new-style exhibition stand 
is to be introduced shortly. 
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How to approach the task of selling 


advertising space in small towns 


Valuable “do's” and “don'ts” are given in this article by W. A. L. STEGGLES to those 

who have the job of selling advertising space to local traders. The view is expressed that high 

pressure salesmanship should be avoided. Help should be offered in writing the copy and 

planning the layout, The importance of classified advertising is stressed and the initiative 

of the West Midlands Newspaper Advertisement Executives’ Association is cited in this 
connection. 


ERE are no hard and fast have found that very often it Given results, your new adver- 
rules in selling advertising takes a long time to convince  tiser will soon want to increase 
space locally. There are many them, and the best way is to his advertising space. 
obvious do’s and don'ts but it ‘esest,they take either a series To reach this stage is not 
is only th trial d error of well written classifieds, usu- always easy. It may entail call- 
y through trial an o ally written for them by yourself, ing many times, following up 
that oy learns the right od else a series ¢ = pp your calls with well-chosen letters 
approacn. advertisements. eplore the and finding out the subjects in 
Most important is the fact that space salesman who endeavours which rd non-advertiser is 
there is an entirely different to secure a half-page or similar  jnterested. When you do see 
approach for the city and large large advertisement for the first him you must try to make 


town in comparison with a small insertion as a try-out. yourself a welcome visitor, but 

town of say 50,000, In the first, It is far better to find out do not waste his time talking 

high pressure salesmanship might how much the trader wishes to about the weather. You must 
t over, but in the small town spend on advertising over a not fail to impress the client 
have found it rarely creates period and then to suggest that hat you are there to talk busi- 

an impression, and, if anything, you work out a _ suitable ness and to help him to improve 

it makes the potential advertiser scheme for his approval. his business. 

suspicious, We all know regular adver- 


Take every coportuaty to drop 
a hint as to how well his rivals 
are —. by advertising in your 
ou may have to prove 
to him that advertising need not 
be a headache, that you are pre- 
pared to help write the copy 
and, of course, to use your ex- 
rience to create an attractive 
“ out, even go to the trouble of 
preparing a good suggested layout 
with copy. 


Instructing the new 

It is up to the space salesman 
to instruct a new advertiser as 
to the right and wrong way to 
advertise. Failure to do this 
leads to complete disappointment 
and you have lost a good adver- 
tiser. Not many traders know 
the correct way and it is up to 
you to act in a similar capacity 
as that of an advertising agent to 


his client. If you do not think 
an advertiser is — his wares 
over in the right way, tell him 
so in a tactful manner. and 
suggest an alternative. Unless he 
| is a really awkward customer 
‘GROUP | who thinks he knows all the 
answers, he will welcome your 

advice and gladly take it. 
Having secured a new adver- 
tiser, look after him and give 
him service. See that he gets the 
position you promised; gets a 
voucher copy each time his ad- 
vertisement appears; if he has 


loaned you a block, return it 
immediately after insertion, and, 


raders in a small town are tising pays and it is up to us to 
not very advertising minded. I see that advertisers get results. 


CHATHAM 


GAZETTE OBSERVER 


HEAD OFFICE MAIDSTO f CENTRAL 7500 ; 


All this means service in 
capital letters. Traders in a 
small town talk, and if you can 
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The author of this article 
is the advertisement 
manager of the “Shrews- 
bury Chronicle” and a 
member of the News- 
paper Society’s A.dvertis- 
ing Committee. 


x -® -* 


give service, you can rest 

assured you will be recognised 

for your efficiency, and looked 
upon as an expert in your 
profession. 

It is not sufficient that an ad- 
vertisement manager, or space 
salesman, should be able to sell; 
he must also have a full know- 
ledge of his newspaper; to be 
able to advise in a simple man- 
ner on technical matters such as 
suitable type for an advertise- 
ment, approximate costs of block 
making and art work and to 
know that in presenting an illu- 
stration, there are other forms 
than a simple squared-up block. 


Members of societies 


I have found that a lot of 
spare time must be given over 
to being a member of this and 
that society. In fact, I am always 
being asked to serve on some 
voluntary committee to look 
after publicity. As far as possible 
I never say no, for usually it 
presents yet another way of put- 
ting over the story that it pays 
to advertise in the local press. 

All advertisement managers 
will have seen the Newspaper 
Society’s publication Talking 
Points. Are they making full 
use of the excellent material it 
contains? The information can 
be of _— help in securing a 
new advertiser. I have found 
it to be most useful and have 
had the pleasure of starting 
— new advertisers by means 
of it. 

Now let me mention “classi- 
fieds”—~a great source of revenue 

We in the West Midlands are 
alive to the fact that if we can 
make the public classified adver- 
tising minded, we can increase 
our advertising revenue enor- 
mously. The West Midlands 
Newspaper Advertisement Exe- 
cutives’ Association has prepared, 
through an advertising agent, a 
series of display advertisements 
depicting “Mr. Small” which we 
have been inserting in our news- 


are pulling. Several of us are 
now accepting private classified 
advertisements over the tele- 
phone and at least one member 
is making full use of the tele- 
phone in order to canvass for 
classifieds—and with good 
results. 

Last year the Association 
organised a Classified Advertis- 
ing Conference, the first of its 
kind. It was undoubtedly a great 
success and we are repeating the 
venture at the Grand Hotel, 

Birmingham, on February 2. 
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7 
“ I have seen their advertisements in LIFE &N ESPANOL ”. This is a 
comparatively new phrase in the Spanish-speaking countries of 
Central and South America. But already it is influencing the sales 


Cll 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, Wi 


> 1 Prem Remtseline (wie fa 4) tn 


and prestige of British and Continental companies in those areas. 

LIFE &N ESPANOL—the Spanish-language edition of LIFE mnTER- 
NATIONAL— began circulating in Central and South America just over a 
year ago. Like LIFE INTERNATIONAL’S English-language edition, it hasa 
selective readership concentrated mainly among men and women in the 
higher income groups ; yet, today, the circulation of LIFE en espANOL 
exceeds 225,000 copies and distributors are still asking for more. If your 
company is seeking to enter the rich markets of Latin America, or in- 
crease the sales of products already established there, an advertisement 
campaign in LIFE EN ESPANOL offers these advantages : the consistent 
appeal of brilliant picture-journalism, fine printing and colour reproduc- 
tion, and a growing circulation among those with the means to buy and 
the power to influence the buying of others. The Advertisement Manager 
will be pleased to supply full details of circulation and rates on request, 


en espanol? 


LIFE EN ESPANOL—average net paid circula- 
tion 200,000-250,000 copies in Spanish, 
circulating in Central and South America. 
LIFE INTERNATIONAL —average net paid 
circulation 250,000-300,000 copies in 
English, circulating in 120 countries outside 
North America. 

These are the INTERNATIONAL EDITIONS of 
LIFE MAGazine, with a combined circula- 
tion of over 500,000 copies every fortnight. 
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Review of Advertising 


A glance over 
the shoulder 


ROM time to time I have 
welcomed the new year 
with a short survey of Adver- 
tising’s efforts in the past 12 
months and an award of an 
imaginary Oscar or two to the 
unknown writers and artists 
whose campaigns seemed to be 
outstanding. 
But Coronation Year was not 
a period of advertising brilliance. 
Creative ie or their masters 
seemed to more 
with soundness, safety-first and 
well tried techniques than with 
daring originality. The soaps 
and suds made a great deal of 
noise but I doubt whether man 


Ay 


ber only some — 
ings—or more bly paintin, 


—in an etnerwies rather feeb 
campaign for Rowntree’s Acro 
te, a articularly pretty 
girl on Pascall’s posters, some 
jingles about lumptious = 
scrumptious for iry 
chocolates and a splendid half 
page about south sea islands and 
coconuts for a product whose 
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THE OPERATION 
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if Copytaster had had any Oscars to 
advertisements this one would certainly 
This is perfect stuff with which to dose up the physicians 


short list. 


By COPYTASTER 


escapes me; was it reo ai 
Spangles? Crunchies? 
Oh, 
Gums ad 
strong colour pages 
idea—not quite brand-new—of 
ingredients being poured into - 


of ali the con- 
onery campaigns. 
The return to branded 


was interesting and might even 
have been exciting had 
petition led to really competitive 
advertising, but National Ben- 
zole, with a limited appropria- 
tion, was the only one to a ~ 
to reason rather than wo 
Ge emotions. Shell's campaign 
big and clever, but both 

oat tiger and Regent's ich- 
ing fist gained a great 1 of 
stren om constant repetition, 
and I felt that they had made 
more impact by the end of the 
year. ether this was reflected 
in the sales is something we shall 
never know, since so many o 
merchandising activities were at 
full blast at the same time. 

It was interesting to see the 
battle for among such 
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* With the aid A the mapbie bekd the and af the lng ond genet 
eatred the base ymnt ey es te put the ebie remming Irom the leg 
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ive away for last year's 
iave found a place on the 


and the one that keeps co age in fighting trim thought it a tonic. 


Physicians get some incre 


y dull advertising pieces and the differ- 


ence between the sparkling printing and illustrations and the dull, 
servile copy is usually pathetic. 
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Altogether too 

mannered for such 

a mass medium. 

Not one rosy apple 

on the whole bar- 
row! 


periodicals as The Economist, 
Punch, the Listener, the Man- 
chester Guardian, the Literary 
Digest and—almost on the last 
day of the old year —the 
Observer. 

With one exception all the 
publishers of these journals had 
such faith in the skill of their 
headline writers that they gave 
them the whole job of attracting 
readers’ attention and luring them 
on into the y—a faith that 
nearly all advertising agents show 
when they venture to advertise 
their services. 

Except in extremely small 
spaces this has seemed from 
every kind of test to be a 
blunder of the first magnitude. 
Not even three times in the 
last 20 years have I seen evi- 
dence of a reader advertise- 
ment larger than eight-inch 
single column that pulled 
better or attracted more readers 
than an illustrated advertise- 
ment for the same product in 
the same space, and it is 
scarcely credible that these 
publishers will prove to have 
been exceptions. 


Too mannered copy 


The Observer's advertisement, 
which appeared as a full-page 
in Radio Times, speaks for itse f. 
The copy strikes me as altogether 
too mannered for such a market, 
and the issue illustrated in the 
advertisement has some of the 
dullest, most depressing headlines 
in recent memory. you 
wanted a sizeable section of the 
Radio Times’ eight’ million 

buy your newspaper 
try to entice oe 


PROPOSED BRITISH ROLE 

IN THE EUROPEAN ARMY 
PILTDOWN: HOW FAKE WAS 
POUND 

U.K. LOSING VITAL EXPORT 


a me a 


Even the most Cmaer wg RY 
knows better 


costermongers 

to dress his barrow without —_ 
one cheerful rosy apple in 
front row! 


Persuasive pleading 


The Reader's Digest advertises 
for readers in other magazines 
such as Radio Times, but in The 
Times it addresses itself to ad- 


vertisers and their a 
ie aien 


persuasively indeed. 
paragraph : — 

“But one thing does vastly 
increase the likelihood of an 
advertisement’s 
That is, if it’s seen in surround- 
ings that aT encourage 
reading. it appears in a 
publication meant to be 

at—chances are, in 
ite of all the skill devoted to 
P nning it, that it will just be 
glanced at. But if it appears 
in a publication that is meant 
to be read, it has a very good 
chance of being read, too.” 
That is as good a piece of 
special pleading as I have heard 
for many a long day. The joker 
in the pack, of course, is that no 
publication is “meant to be 
glanced at”—but how many ad- 
vertisers will think of that? 
One other memorable advertise- 
ment that came my way in 1953 
was a Christmas card which my 
doctor received from an ethical 
a firm named C. L. 
ncard Ltd. It was a 12-page 
booklet called On Carving a 
Turkey and its style will be 
gathered from the first pages : — 


THE INSTRUMENTS 

The resourceful surgeon is 
characterised by the simplicity 
of his instruments. So is the 
good carver. Not for him 
the streamlined bludgeons of 
the machine tool age. . . 
Begone the top-heavy stainless 
unsharpenables, the elaborate 


@ Continued on page 66 
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THE 
ECONOMICS 
OF 
ADVERTISING 


9o00 0o0 00 000000000 


January 25th promises to be an event in the 
world of advertising. On that day every copy of 
THE FINANCIAL TIMES will include a 28-page Survey of 
the Advertising Industry. Drawing on their know- 
ledge and experience, eminent contributors, who 
include Norman Moore, W. J. Studd, Col. Warden, 
Graeme Cranch, A. O. Buckingham, Ashley Havin- 
den, Drummond L. Armstrong, W. Thielé, J. W. 
Hobson, Frank Hoppé, Major C. W. Cousland, 
C. D. Notley, Vernon G. Nye, H. Deschampsneufs, 
E. A. Lever, A. B. MacColl, E. Freeman-Keel and 
Arthur Hughes, provide a complete and authentic 
coverage of the advertising field. 


oooooo0o0o0o0o0o00o000cg00cg000 0 80 
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Here are some of the subjects to be discussed: 
Development of organised advertising in Great Britain 
Place of advertising in the national economy 
Statistical assessment of advertising expenditure 
Consumer market research 

Function of the advertising practitioner 

Advertising overseas 

Art of media planning 
Industrial and technical advertising 


This Survey should be in the hands of every 
advertising executive. In fact, several copies will 
be wanted for each office. Avoid the possibility of 
disappointment by placing an order with your 
usual supplier now. 
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THE FINANCIAL TIMES \ 


Or copies may be ordered ( price 44d. including postage) 
from the Publisher,72, Coleman St., London, E.C.2. 


SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR + 72 COLEMAN STREET - LONDON - £.C.2 
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FOR GETTING AROUND... 


- ++ nipping smartly through London traffic 
. . + Collecting, delivering . . . swiftly, safely, 
economically . . . 


..- there’s nothing like a VESPA! 


. . . with full demonstration . . . free driving 
and maintenance tuition . . . the service of 
London’s leading specialists . . . 


...there’s no place like WITHERS 


DOUGLAS VESPA 
COMMERCIAL 
Costs £160 (with p.t.)—does 70 m.p.g. 


—low tax—125 Ib. pay-load—30 m.p.h. 
cruising speed—all-weather protective 


windscreen—sidecar easily detachable | 


—safe and simple to drive 


SPECIAL DEMONSTRATION OFFER TO LONDON READERS OF ADVERTISER'S WEEKLY 
A Withers expert on a Vespa Solo/Commercial will report to your offices and do a whole day's 
messenger work for you. He will show you how the machine can do a van-size job of work 
—at a fraction of the cost! It will it you to nothing. Just name the day—write or phone 


_ Vespo Sales. & throughout 
88 KNIGHTS HILL, 
. GIPsy Hill 


Service Greater 


LONDON, 
2766 and 1332 


London 


| saw 
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@ A GLANCE OVER THE SHOULDER -continued 


wognees guard, the un- 
couth disjointer. . . . 

And in their place— 

A stout dinner fork. A stal- 
wart steel dinner knife 
(brought to a fine edge upon 
a carborundum sione). And 
fingers, covered by a napkin as 
a gesture against sepsis. 


THE OPERATION 

The techniques described be- 
low assume that the anes- 
thetic, as administered in the 
kitchen, has been of such 
excellent quality that the 
— is completely relaxed. 
you believe it is necessary 


| to put on a stuffed shirt and 


write as impersonally as a White 


| Paper when you address your- 
| self to doctors? 


I can only tell 
your that my own doctor thought 
it the best advertising circular he 
last year, and he is sent 
some incredibly lavish literature, 


| samples and advertising gifts 


almost every day of every week. 
He lets me see almost all of 
them, and the difference between 
the sparkling printing and illus- 
trations and the dull, servile copy 


| is usually pathetic. 


Listen again to the easy tone 
of voice in which this advertiser 
comes to the advertising message 
in his advice on turkey carving: 


POST-OPERATIVE CARE 

Christmas, with its atmo- 
sphere of friendship, its surfeit 
of viands and abundance of 
alcohol, places perhaps the 
— strain of all upon the 

yperacidic patient. 

Succulent rich and tast 
foods, liberally laced wit 
C,H,OH and shrouded in a 
pall of nicotine, reach his 
gastric mucosa in ever-increas- 
ing quantities, creating whirl- 
pools and eddies of hyper- 
acidity in place of calm and 
contemplative digestive 
quietude. 

Such an ephemerally enjoy- 
able episode may not in itself 
produce an ulcer crater, but 
will almost inevitably have its 
reckoning in resurgence of dys- 
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Advertising 
made easy— 
to READ 


The world seems too full of people: 
who know exactly how to ensure © 
that an advertisement gets read. 
The odd thing is that the in- 
fallible rule seems to vary from 
Person to person. Some say you 
Must use certain words in the 
headline; some that you must use 
certaim other words. Some talk 
about illustration, some about ‘ype 
© sizes. Chacun 4 son goiit, ¥ 


“~~ But one thine ag 
~ ken does vastly increase 


Adverinemest Derecvar 
1 Albemarle Siree:, London, WA- 7 
GROsvenar 97 94 wa 


This advertisement (which has 

been cut for the purpose of re- 

production) has struck Copy- 

taster as a first-rate piece of 
special pleading. 


peptic symptoms, which not 

only deter equivalent festivities 

in the new year, but produce 

a renewed demand for effective 

antacid treatment. 

PRODEXIN tablets are designed 
for the immediate and sus- 
tained relief of hyperacidity, 
@c., 6. ... 

That’s the stuff to give the 
physicians. Do likewise—if you 
can write the prescription with 
even half this author's skill. If 
I were giving Oscars he would 
certainly be on the short list. 


How to write what you mean 


ONTH in month out it is 
Copytaster’s constant cry 
that matters in advertising 
would be a lot better if only 


| greater attention was paid by 


all concerned to the proper use 
of words. 

And now R. W. Bell, a bar- 
rister, has come along with a 
book that will undoubtedly re- 
duce the likelihood that those 
who write during the course of 
their daily work will not be mis- 
understood. 

Titled “Write What You 
Mean” (George Allen & Unwin, 
7s. 6d.) the book is published to- 
day and has a foreword by Sir 
Ernest Gowers, author of Plain 
Words. Sir Ernest points out 


that the book is intended prim- 
arily for business men and that 
in the world of business, even 
more than in Whitehall, we need 
that vital element of efficiency 
which consists of writing what 
you mean. But the book should 
certainly also be on the shelves 
of copywriters. 

The reader is shown how to 
convey a meaning fully, con- 
cisely and effectively. Warning 
is given against unconscious 
absurdity (“Bread rise puzzles 
bakers,” “This sum will fall to 
be raised by the Local 
Authority”) and several writing 
fetishes are liquidated with a re- 
minder’ of Sir Winston 
Churchill's famous dictum “ 
the sort of pedantic nonsense up 
with which I will not put.” HF. 
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“Sereen Advertising’s 
unsurpassed impact 


on selected areas... 


| 
Mrs. Winifred Hair, 
Account Executive, 
EVERETTS ADVERTISING LTD, 
gives her opinion of 
screen advertising’s 
place in the 

smaller appropriation. 


Screen advertising is too often regarded as the showings co-ordinated with press and mer- 
alternative to—instead of the complement of— ~— chandising campaigns can achieve impressive, 
the press. This attitude is most obviously sometimes spectacular, results. 

exposed as mistaken when you consider the 


job that filmlets or films can do when working PEARL & DEAN LTD 
in conjunction with the local press of ‘sales- | comment ON MRS. HAIR'S STATEMENT 


depr essed’ areas. It is one of the greatest advantages of Screen Advertising 

: . . . that through that medium you can hit your target with pin- 

To soften-up or consolidate anew distrib ution point precision. There is no “ waste circulation " in Screen 

area, to revive a lagging district or establish Advertising and no limitation to the extent of the target area 

‘ ' ; or its geographical position, 

a new product in the face of competition : 25 million cinema seats are sold weekly on an average by 

; +s Britain’s 4,543 cinemas. Approximately 40% of Britain's 

screen advertising has a place on every adult population visit these cinemas weekly and it is 

halanced schedule small or large Local estimated that in the course of four weeks over 50° of the 

7 British adult population can be reached through the screen. 

Small or large screen campaigns can be given, and are given, 
maximum care in Screen Advertising. 

PEARL & [> FON LTD Through Pearl & Dean your product can be advertised on 

any or all of 3,800 cinema screens all over Great Britain. 

400 of these cinemas, the important ABC circuit with a high 


33 DOVER STREET, LONDON WI proportion of A, B and C group viewers, have made all rights 


of Screen Advertising exclusive to Pearl & Dean Ltd. 


Telephone: MAY fair 7494 
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PUBLIC RELATIONS 


PROGRESS—at what price ? 


UBLIC relations in Britain 

starts the new year with 
general recognition that it is 
sharply on the upgrade as a 
medium in its own right. 
And members of the Institute 
are revealing a new confid- 
ence, as is clearly shown in 
the January issue of their 
journal. 

The first page reports “pro- 

ress at home and abroad.” 

tails are given of the reorgani- 
sation of the Institute (already 
reported in ADVERTISER'S 
Wetky) and of the formation 

“now in sight”—of an inter- 
national association. 

T. Fife-Clark is honorary 
secretary of the committee which 
has drawn up a scheme for the 
world-link organisation. He 
and his colleagues have done a 
sound job, and all that remains 
is for the various national 
organisations to set the seal of 
approval on it. . 

he proposals are that the 
council should be elected feder- 
ally but that membership of the 
international association should 
be on an_individual basis. 

Sam Black, editor of the 
journal, comments: 

“1953 has seen steady advance- 


ment Of the status and influence 
of the Institute and in the estab- 
lishment of public relations as 


an essential a of modern 
civilisation. e look forward 
to even greater progress in 
1954,” 

* * * 


OW much is a public rela- 
tions officer worth? 

The Institute says this is a 
complex question and one which 
it may prefer never to answer. 
It is certainly quite unlikely ever 
to try to draw up any scale of 
remuneration. oo much like 
trade unionism? 

Its journal, however, gives 
space to a member who “holds 
strong views on the subject of 
salaries” (who doesn't’). The 
range of salaries he quotes is 
very wide: £600 to £4,000. He 
suggests that a young press 
officer who knows his job should 
get not less than £800 a year. 

Of course, it is interesting to 
speculate what P.R.O.s should 
get. But the more intriguing 
question is: What they 
actually rate in the market to- 
day? 

There are plenty getting less 
than £600. £800 is a fairly 
general payment for a press 


officer. He is a lucky man who 
gets £1,200. 

General feeling in the Institute 
is that an experienced P.R.O. 
should get not less than £1,500. 

e answer of industry and 
commerce to that ambitious pro- 

ition is that standard of per- 
ormance has generally to be 
considerably raised before money 
of that kind can be paid. 

The Institute hopes to raise 
both standards and prestige by 
introducing examinations, a pro- 
oe that will be examined at 
ength in this column next week. 


. . * 


HERE have recently been 
numbers of press protests 
about free advertising on B.B.C. 


television programmes. Cer- 
tainly many products, services 
and organisations have been 


getting mentions, and it is now 
part of the efficient P.R. man’s 
stock-in-trade to have good con- 
tacts in the broadcasting world. 

We are only concerned with 
the hard-selling thought that 
whatever is done in this way 
should be well done. F 

Last week a section of the 
TV programme Panorama pro- 
vided an outstanding example of 
public relations which misfired. 
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Food for thought 


guest at the annual 
dinner and dance of the In- 
stitute of Public Relations 
will be the Minister of Hous- 


this year to hold it at the 
Trocadero, on Thursday, Feb- 
ruary 


25. 

A number of guests pro- 
minent in the newspaper and 
advertising worlds are ex- 
pected to attend. 


A housewife was invited to the 
studios to state her complaints 
against laundries, and there to 
answer her was the leader of the 
laundry men. He was supported 
by statistics, aided with 
model laundries and laboratories. 

The poor woman could hardly 
get a word in edgeways once 
the pro-laundry propaganda had 
begun. She wasn’t even per- 
mitted to produce some iinen she 
claimed had been ruined by a 
laundry, although her opponent 
was allowed to comment that he 
wouldn't believe a word of what 
she was not given the chance to 
say until the article had been 
tested in the laundry men’s own 
laboratories. 

General impression left on view - 
ers must have been poor.—w.a.c. 
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Mass distribution 
of Samples and 
Circulars 

to households __ ...,... 


th ro ugho ut the Gibbs, S.R. Toothpaste 


Great Universal Stores 


COUNELY | vrs. 


Macleans Toothpaste 
WE CAN COVER THE ENTIRE U.K. (URBAN AND SUBURBAN) in 


just over 4 weeks at a cost of less than one penny 

per household. If you are interested in house-to-house 
distribution of samples or circulars, write for our amas Ou 

booklet which gives full details of costs and quantities 
required for any part of the country. 


Mazawattee Tea 


Mentasol Toothpaste 


Paul R. Hart (Bulbs) 
Pepsodent Toothpaste 
Procea Bread 
Puritan Soap 


CIRCULAR DISTRIBUTORS 


21 LEIGH STREET, LIVERPOOL. TELEPHONE: ROYAL 8861/8 
MADDOX HOUSE, 215/221 REGENT ST., LONDON, W.1. "PHONE: REGENT 108! 
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Put your trust 
in County Durham 
and your ADVERTISING 
in the 
Sunderland Echo 


N orthern Daity Mia 


WEST HARTLEPOOL 


Biningham Express 
Siockton Express 


BEC AUSE These old-established newspapers give you a per- 
sonal contact with all classes of the community, their 

unrivalled coverage offers the quickest and most economical 
means of creating and maintaining Sales and Goodwill in the 

rich industrial area of the North-East coast. They will take your 
message into the HOMES of the people. 


LONDON OFFICE: 
65 FLEET STREET, E.C.4 Telephone CENtral 2845 
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<< EQUIPMENT 


TYPE NSA AIR BRUSH TYPE ACA-1 AIR | 
4 B55" ‘ COMPRESSING OUTFIT | 

{ vag 
| TYPE NSE AIR BRUSH | PRESSURE REGULATING” 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (5H), giving details 


AEROGRAPH fi corrcise cauipmens 
Air Compressing equipment. 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 
Showrooms: London, Birmingham, Bristol, Glasgow, Manchester 


Tit 


Commercial Artists’ Portfolio 
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BORN of Irish parents and 
having been a student in 
Scotland (gaining the diploma 
of the Glasgow School of Art) 
makes Liam Breslin a tri- 
colour job rather than a green 
monochrome. As the examples 
of his work here show, he has 
a considerable versatility of 
approach to advertising art 
presentation. 

He won the Regent Club 
Goodenough Cup and as a result 
was offered the post of creative 
artist by Sir Charles Higham, 


} 


Breslin has no use for art for 
art's sake and believes that busi- 
ness is to-day the patron of art. 


with whom he spent “three 

easant and profitable years.” 

e then collaborated with Wilson 
Hartnell & Co., Ltd., of Dublin, 
in the handling of the first 
Government advertising of the 
Irish industries and the Shannon 
Scheme. Politics intervened to 
frustrate that phase of his career. 
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A versatile artist, this study of a 
judge is an example of the 
grimly realistic. 


It is worth pointing out that 
when Breslin came into the com- 
mercial art world from the 
schools he “had to go to school 
all over again.” e does not 
think that the schools have 
changed much nor does he be- 
lieve they will “until the advertis- 
ing rofession and the art 
schools are properly wedded.” 

During the war years he went 
to Glaxo Laboratories Ltd. as 
advertising manager. The war 
over, he the company’s 
art director and according to the 
terms of his emplo “was 
wholly responsible for the pre- 
sentation quality of every part 
of... (the)... work.” 

A serious illness dictated a 
reluctant resignation from Glaxo 
after 11 years. Now, wholly re- 
covered, he is operating as a 
free-lance. 


A creative figure 
and general artist, 
Breslin is an exhi- 
bitor at the Pastel 
Society and at 
the Institute in 


Glasgow. He has 

inted flowers, 
and- and _ sea- 
scapes, marine life, 
babies, children, 
lamour girls and 
ndustrial subjects 
with equal success. 
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January 14, 1954 


“Miss Otis Regrets” 


—and so does 


VOGUE 


that no more advertising can be accepted 
in the March issue. 


Extra editorial pages and extra advertising pages — 
252 pages in all—will make this the biggest issue of Vogue we have 
published in all its 37 years. 

Like Miss Otis, we greatly regret that for the first time since the 
end of paper retioning we are unable to accept all the advertising that 
we have been offered. 

There is still time, however, te book for April and May and we 
hope that we won’t again have to disappoint our many good friends. 


THE CONDE WAST PUBLICATIONS LTD 37 GOLDEN SQUARE W.! 
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SKETCH 
eaders 
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EVERY SALES MANAGER knows that young people—particularly 
the dress and home conscious—are more valuable prospects than those who 
e “petting on.” The SKETCH — fortnightly — has flair for features 
and events that appeal to the up-and-coming generation; its advertisement 
pages can well influence the lifelong buying habits of those in the ‘* spending 
thirties.” This has been confirmed by shrewd advertisers who use 


ILLUSTRATED NEWSPAPERS for cumulative results from the top 


income group, and to sustain quality endorsement; so often of vital 


importance when campaigning in the mass market. Communications should 
be addressed to The Advertisement Director, Illustrated Newspapers 


Limited, Ingram House, 195-198 Strand, London, W.C.2. 


f ILLUSTRATED 
NEWSPAPERS 


The ILLUSTRATED LONDON NEWS < The TATLER 
The SPHERE * The SKETCH «+ SPORT & COUNTRY 
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Advertising aid for small- 


town men’s wear retailers 


Advice to those who have the job of 


adv 


selling ertising space 
locally is given on page 62 of this issue of “Advertiser's Weekly.” 
The article below describes a scheme being operated by a 
monthly magazine concerned with the merchandising of men’s 
clothing which is also directed towards improving the efficiency 
of local advertising. This scheme which began at a slow tempo 


Y MEANS of a new scheme 

running in Style for Men, 

the small-town men’s retailer 

or tailor can now place as 

good an advertisement in his 

local newspaper as his rival in 
the big multiple groups. 

Each month Style for Men 
commission F, John Roe Lid., 
incorporated practitioners in ad- 
vertising, to create an advertise- 
ment for the readers to use. The 
advertisement is then shown in 
the magazine (two examples are 
carried on this page) and the 
blocks offered to readers at a 
non-profit making figure. 

The readers can then give their 
printer the blocks and the rele- 
vant page of the magazine to 
make up. The advice given on 
this page for the November 
issue (when the scheme began) 
is worth noting anywhere and at 
anytime. It was wy stated 
that “Good artwork is essential 
to attract favourable attention. 


ie OF SPECIAL 


is now surprising even its originators. 


If it adds 50 per cent to the cost 
of the announcement and doubles 
the effectiveness of the sales 
appeal it is an economical 
must... . A simple, even severe 
arrangement is best... . 

“Give the facts in a cogent 
and interesting way, bearing in 
mind the type of man you are 
appealing to. Avoid over- 
statement like the plague and 
never, never under-rate the 
reader's intelligence.” 

As for the types to use the 


advice was: “Aim at a well 
balanced appearance with a 
logical presentation . . . avoiding 


the excessive use of heavy type 


as undignified . . . name style 
(need) not .. . necessarily (be) a 
drawn nameplate. Type will do, 


but once decided upon, keep to 
the same style as a recognition 
factor in all your advertising.” 

To ensure equal distribution 
the stereo and layout was offered 
only to one retailer per town, 
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This is the advertisement offered 

for January. Response to the 

offer has exceeded expectations 

although the advertisement is 

aimed at spring and summer 
selling. 


on a “first come first served” 
basis. 

Reporting to ADVERTISER'S 
WEEKLY on this venture, Grahame 
Craig, editor of Style for Men, 
has said that “initially the re- 
sponse was em be: The 
proprietor of a small business 
in men’s apparel did not seem 


STYLE CONSCIOUS 
WINTER WISE 


Designed and written by F. John 

Roe Ltd., this was the fest adver- 

tisement offered by “Style for 

Men” to small-town retailers in 

a bid to help them rival the 

advertising of the big multiple 
shops. 


interested in competitive adver- 
tising. We have kept the scheme 
going though, and the response 
has improved. Demand for the 
advertisement we show in the 
January number has gone quite 
beyond our expecta even 
though it is angled for and 
summer selling.” 


FLUORESCENT COLOURS 


Does not darken on exposure 


New, improved Fluorink is brighter than ever 


Has longer life— up to six months 


For further particulars, please write or phone 


Is available in 15 brilliant matt colours (including white), or 6 glossy colours 


PHOTOCOLOUR LABORATORIES LTD., WALHAM HOUSE, WALHAM GROVE, LONDON, S W 6 
Telephone Fulham 9725 


INTEREST TO ART DIRECTORS AND PRINT BUYERS 


* Also available, Fluorart—artists’ colours for layouts and finished artwork, Fluowash—fluorescent 


distemper for exhibitions etc., Fluoprint—coated papers 
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FITTING-OUT NUMBER 
MARCH ISSUE 


Press Date Ordinary Advertisements, February 8 


Published by 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 


TERMINUS 3686 
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ADVERTISER'S WEEKLY 


SALES 


REPEAT 
ADVERTISING 


21/- 
PER COLUMN INCH 
AND WELL WORTH IT 


BOLTON 
Telephone: Bolton 1993 


CONSOLIDATION 
DEPENDS UPON 


TILLOTSONS NEWSPAPERS LTD. 
MEALHOUSE LANE 
. LANCS, 


Advert. Manager: Wm, Sheppard 


IF YOU HAVE 
DIVERTED YOUR 
ADVERTISING TO 
OTHER CHANNELS 
AND LOST THE 
BENEFIT OF YOUR 
FORMER SPENDING 
IN OUR PART OF 
LANCASHIRE, 


THE 
BOLTON EVENING NEWS 
CAN PULL IT 


BACK FOR YOU QUICKLY 
AND ECONOMICALLY. 


A.B.C. DAILY NET SALE 


83,575 


6 ARLINGTON ST. 


LONDON s.W.1 


Telephone: GRO. 5220 
London Manager: C. A. Miles 
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The Netherlands—a wide 
and reliable market 


The Dutch are predisposed to choose British goods. This signifi- 
cant and stable market is, however, very competitive and growing 


more so every day. 


Brief but pertinent facts about this market 


of some 10 million people are given here. 


HE PROSPECTS for a 
very wide range of British 
goods (“from motor cars to 
shoe laces,” as one expert on 
Anglo-Dutch trade recently 
put it) are excellent. As was 
reported in ADVERTISER'S 
EEKLY, November 19, 1953, 
page 424, “. . . the Dutch are 
always attracted to English 
products, which have an excel- 
lent name” in the country. 
Dutch trade figures for the 


latest month available (Novem- 


In Ireland 


i 
the Top of the market read ™%& 


THE IRISH TIMES 


London Office: $9 Pleet St., B.C.4 


—the Top of the Mornings 


THE 
NETHERLANDS 


ber) indicate that Britain was 
again the fourth largest supplier 
of goods: 


Fis. 

millions 
1. Belgium 152 
2. W. Germany 136 
Dy GE. aps ; 78 
4. Britain 69 


During October the value of 
British goods supplied to the 
Netherlands had been Fis. 73 
million. Among the Nether- 
lands’ customers in November 
this country was the third largest, 
taking goods valued at Fils. 65 
million, against Fils. 70 million 
in October. Western Germany 
took the most with imports 
worth Fis. 105 million, against 
Fis. 123 million and Belgium 
was second with Fis. 104 million, 
compared with Fls. 120 million. 


Three main factors 


Those seeking to begin or in- 
crease trading in the Dutch 
market should particularly note 
three factors. 


®@ Consumption per head of 
population was 3.5 to four 
per cent higher for 1953 
than for 1951 and 1952. 

@ Increased competition. for 
the Dutch consumers’ guilder 
is developing daily. Whereas 
tastes are comparable to 
those prevailing in the 
United Kingdom price fac- 
tors are basic when it comes 
to making the purchase. 


® The Dutch Government has 
deliberately chosen to ex- 


pand the public's buying 
power and create incentives 
for private investment 
by essentially conservative 
means. Business taxation 
has been eased to facilitate 
industrial investment. 

In this latter connection it is 
worth stressing that the Govern- 
ment memorandum on the Bud- 
get for 1954 drew attention to 
the principle upon which it was 
based: “That to raise the living 
standard of the people by open- 
ing greater spending oppor- 
tunities to business organisations 
and families, will make the best 
contribution towards the im- 
provement of the national pros- 
perity.” 

Certain conclusions follow 
from all this. In the first place 
increased consumption per head 
of the population depends upon 
an expansion of the nation’s in- 
dustrial production by at least 
four per cent and exports by five 
per cent. For this reason every 
official encouragement is being 
= to foreign firms to estab- 
ish factories inside the country. 

Secondly, that the vital and 
continuing expansion that the 
Dutch economy will have io 
undergo will be made by a nation 
used to hard work and smooth 
labour - management relations. 
The Minister of Finance quite re- 
cently emphasised the fact that 
such expansion is necessary to 
avoid serious unemployment. 


Press advertising 


Vital statistics regarding press 
advertising in the Netherlands is 
contained in the recently issued 


survey from the Central 
Bureau Voor Courantenpubli- 
citeit (C.E.B.U.C.O.), _ titled 


“Newspaper Advertising Linage 
in the Netherlands.” In this the 
linage in the Dutch press during 
the second quarter of last year 
is commie with the similar 
period in 1952 and 1951. 

As to conclusions to be drawn 
from this survey it appears that 
there in a strong progression in 
the advertising linage. The very 
reguiar and strong progression of 
the number of “advertisement 
m.m.-lines inserted in daily 
papers” is a striking point: “It 
comes to a regular progression 
of every second quarter of a year 
of + 10 per cent. For each 
half a year it comes to + 14.5 
per cent. This last percentage 
indicates that a comparison of 
the first quarters of each year 
will show a still stronger pro- 
gression of the vertising 
linage.”” 


oa om my — — - = i 
: ; ee |_| Po 
| ee 
ee 
i §é F_ OCU 
oP __ 3 ~ 
—— 
A Ry ee 
As \¥ AES) 
| \E\ Ws ee S| 
CS Ta al pip 
es: (han Dy ay 
ie | (| a pe 
i aG | 
rea \ ‘ i | 
ae ¢: a hy Se 
. 2) 7) a 
; | , Hi 
; | ‘ P “, \ A 
etal 
rl a 
Kal Se 
rae teed 
Billi | — 


ADVERTISER'S WEEKL\ 


READ IT... 
BUY FROM IT 
... AND THEN 
FILE IT 


Appeals to those with 
the power of purchase 


AIDUSEAAL (EQUIPMENT UIEUS 


BRITISH INDUSTRY’S MOST COMPLETE INFORMATION SERVICE 


Advertisement rates with 


PROOF OF CIRCULATION from: 
33 TOTHILL STREET, LONDON, S.W.1I 
Telephone : Whitehall 9233 


JANUARY 14, 1954 77 ee 7 
r x f ae a My 
7 a ) ’ % ‘ 4 4 x % im 
ry pa - { : : wo 
¥ . ‘| J ra , : ee 
raf 4 ay 4 : . “ae 
. ——— & “ oa a 
\ 
e\F 2 
-.4 y ‘ qd * 
: , cy ™, ) ) oh 
A se 5 , Be! * 
; a0 
AN im Vv 2. ve 
s \ . : rien | | De 
a 
os 
all 
% 
pare 
rns 
Ft 
? i 
he 
hte 
ee $ 
“7 
; hole 
* 
ce 
a 
i oe 
ee es 8. 
i a 
a 
e 
ee cs. 7 
(30 
i 
‘ . ae eel 
Rei ee: ee a. m Jae kr = See a ae eee ne, 
SR eS eo. aa et a a =: 


ADVERTISER'S WEEKLY 


SY WTR RNR 


Unequalled in Kent 


=118,121 al 


Associoted Kent Newspapers 


Accounts Office 
30 High Screet, Chatham (Chatham 22/3) 
Advertisement Representatives 
&.w. , Led., 30 Fleet E.c4 
rene mee 


pisploy 


Exhibition 


control 
Service 


DECS 


DECS provides an opportunity to install your 
own Display and Exhibition Division at a fraction 
normal costs. 


DECS is a team of craftsmen, each with over 20 
years’ practical experience, ready to plan complete 
schemes, book space, design, supervise and control 
construction, erection, maintenance etc., in any 
part of the Country. 


Full details of how DECS can cut costs, and 
provide an efficient service are available to 
interested Executives. 


5° KENSINGTON CHURCH STREET - LONDON : W8 


WEStern 5742 


wiGMEST GRADE 
CLEAN © SManP 
RATTIMANSH OP 


ling colour process for 
photographers, yielding 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wail several days, or weeks, whilst films 
are being processed by a centralised yp 
pen! films are available in 35 20 exposures, 
in cassettes @ 11 /4d. plus 3/1id. P.T. (rain 8 10 plus 3/- 
P.T.) or F20 roll films @ 91d. plus 3/24. P.7 
For free booklet: “How to Use Ferraniacolor "Film’* send a 
postcard to Neville Brown & Co. Ltd., 77 Newman St., W./ 


ferraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
rofessional and amateur 


SILK SCREEN ARTS L’? 


@7 SHIRLEY ROAD. CROTOOR 
aoorscomer 


SPEEDY SERVICE 
4 ERPRESS , 
DELIVERY 


The name’s 
| the same 


from the publishers. 


MONarch 1541 


autiful transparencies in 


| If you want to get complete coverage 
| of the Plumbing and Heating trades 
your medium is “The Plumber & 
Journal of Heating’. For nearly 75 
years this journal has predominated 
the market and still leads the tech- 
nical press in its particular spheres. 
Rates and Specimen with pleasure 


DALE REYNOLDS & CO.LTD. 


January 14, 1954 


> Largest-ever plant 
FLASHES 


FROM WORLD 
MARKETS 


IFTY-NINE conference ses- 
sions are on the programme 
of the three-day Plant Main- 
tenance and Engineering Con- 
ference to be held in Chicago 
from January 25-27. This con- 
ference, claimed to be the largest 
of its kind in the industrial field 
of the United States, will be held 
concurrently with the Plant 
Maintenance and Engineering 
Show. 

Both events, now in their fifth 
year, are produced by Clapp and 
Poliak, Inc., and L. C. Morrow, 
consulting editor of Factory 
Management & Maintenance, 
will be the general chairman of 
the conference. 

The show, which has risen to 
a place among the five largest 
annual U.S.A. expositions, is 
expected to attract 20,000 visi- 
tors. More than 350 companies 
are expected to conduct demon- 
strations and display products. 

Special attention will be paid 
at the conference to plant prob- 
lems of eight industries, includ- 
ing food processing, paper mills, 
paper product plants, breweries 
and distilleries 

* * * 

Acting upon a rumour that 
cold golf balls are livelier. than 
those of average temperature, 
the International Harvester Com- 
pany installed one of their new 
refrigerators in a New York 
golf club and attempted to pro- 
duce conclusive evidence. 

In order to drive home the 
advertising point with greater 
force the company had two 
models accompany the refriger- 
ator dressed in Scotch plaid 
“since golfing originated in 
Scotland” and because the re- 
frigerator door was coloured the 


same way. 
Kenya 


A new Central African air 
edition of the Kenya Weekly 
News will start on February 1. 
A number of pages will be 


2” | a aaa 
= 


} 
a rf 


| 32 Finsbury Square, London, E.C.2 
Telephone 


A To on 


maintenance show 


for USA 


devoted solely to Central African 
affairs and quarter-page solus 
advertisements will be available 
on certain pages. 

All solus positions on copy 
pages of the East African edition 
of the Kenya Weekly News, 
those in guaranteed positions 
opposite the copy pages —_ 
those_ on cover ges will 
included in the Central African 
edition. 


MIDDLE EAST 


Despite the fundamental 
goodwill that existed toward 
the United Kingdom, in- 
terest in our goods has been 
flagging in all the countries 

Iraq, Kuwait, Lebanon, 
»Syria and Saudi Arabia) re- 
cently visited by the British 
Trade Mission to the Middle 
East. 


Sir Edward Benthall, leader } 
of the mission, told a meet- 
ing of industrial represen- 
tatives in London last week 
that, generally speaking, 
there was no complaint 
about the quality of British 
goods, “but we were being 
beaten all the time on price, 
notably by the Germans, but 
in some lines by the French 
and Italians.”’ 


, 


iin ease 


The Government Printing and 
Stationery Department, Welling- 
ton, has issued a call for tenders 
for the supply of one each of 
the following half-tone screens: 

16 X 20 ins. 133 lines per in. 

24 X 20 ins. 110 lines per in. 

16 X 20 ins. 120 lines per in. 

The time in which delivery can 
be made must be stated. United 
Kingdom firms who wish to 
submit tenders should refer 
to Special Register Circular 
GEN/683 dated June 11, 1952. 


> 


sf 


To help the 
j thas golf 


balls are livelier 
if cold the Inter- 
national Harvester 
Company provided 
a New York club 
with one of their 
new refrigerators. 
To drive home with 
force the adver- 
tising point two 
models acted as 
caddies. 
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‘*‘We are more than satisfied with the excellent response that was 


oe] 


received from home sales enquiries. 


Derek Parsons, Advertising and Publicity Department 
Thomas De La Rue & Co. Ltd 


‘*The Knitmaster stand was a very great success at the Handicrafts 
Exhibition and we would definitely like to book a larger stand for 
next year.”’ ° 

A. V. Butzkoy, Knitmaster Lid 


‘Our sales were excellent and the interest aroused by our product 
has led to a considerable amount of trade, even after the close of 
the Exhibition.”’ 

Sales Manager, Copydex Manufacturing Co. Ltd 


‘*! and other executives of equal standing took turns to attend our 


exhibit and were in agreement that we had rarely come across a 


more interested and useful cross-section of the public.’’ 


C. W. Achard, Advertising Manager, Ronuk Ltd 


Write now for fuller information and illustrated brochure to: 
INTERNATIONAL HANDICRAFTS, 


LINK HOUSE, STORE STREET, 


Sie NAL HA 


HOMECRAFTS AND HOBBIES 


LONDON, W.C.1. 


ADVERTISER'S WEEKLY 
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EXHIBITION 


EMPIRE HALL 


OLYMPIA 
9th-23rd Sept. 1954 


After the success of the 1953 Exhibition 
the Organisers have taken the 
three floors of the Empire Hall 
and trebled their space for the 
1954 Exhibition. The first exhibition, 
using the Ground Floor only, 
attracted more than 100,000 
visitors in 9 days, 

Starting with a modest 3,000 

on the first day, attendances 
increased EVERY day throughout 
the run of the Exhibition. 

Within 48 hours of the close of 
the 1953 Exhibition more than 
twice as much stand space 

had been reserved for 1954 as had 
been allocated to Exhibitors in 1953. 
Exhibitors have reported 

orders and enquiries from all over 
the world as a result of their 
participation in the 1953 
Exhibition. This exhibition gives 
an opportunity to reach an 
international market. 


Exhibitors are advised 
fo reserve space now 


Tel: MUS 9792 ( lines) 


EXHIBITION 
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ADVERTISER'S WEEKLY 


May we visit you ? 


‘reco 


2a CORSHAM ST. LONDON, N.1 
Telephone: CLErkenwell 9743 


and confirm that whilst 
~ colour printing is our 
speciality we cover all fields 
of letterpress printing 


MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, S.W./6. 
Tele: STREATHAM 4245 

HEAD OFFICE 


i, NEW BOND STREET, W.1. 
Tele: GROSVENOR 871i 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


GOLD - BLOCKING 


(ENS, pao py ~_ i 
PROMPT SERVICE 
TO THE TRADE 
AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


FABRICATING “BUT” 
MOULDING Muminated 
LETTERING, ETC. Signs to order 


TRADE INQUIRIES INVITED 
Ga perros LTo., 


rove, 
Lendeon, W.!! BAYeweoter 1610 


G. F. KRUSE 


LTD. 


Reece 


aphic enlar 


In 1953 a record number of National 
Advertisers appeared in the H.C.N. 
Group with successful results—Cash 
in on this fertile area of Beds, Herts 
and Bucks through the H.C.N. 
Group of Eleven live local News- 
papers. 


Rates and further details can be 
obtained from our London Repre- 
sentative Will Kicchen Jr. Led., 131 
Fleet Screet, E.C.4, Central 1960, 
or from the Advertisement Manager 
C.W.Gilder, Home Counties News- 
papers Ltd., Luton, Phone 5050. 


The Best Buy 
in 1954! 


USSR 


A Little shy until ot 
months ago, advertising 
has now made its grand official 
entry into the Soviet press. But 
as all trade and industry 
belongs in the Soviet Union to 
the State, it is naturally the 
State that urges Soviet citizens 
to travel by train or airline, to 
subscribe to such and such a 
loan, or enlarges on the merits 
of an ideal brand of soap and 
recommends the best wine. 

Since there is nothing new 
under the sun, the style closely 
resembles the more conventional 
type of advertising in the 


capitalist countries: “Drink 
cocoa—it’s nourishing, it’s de- 
licious”; 


“Our tinned ‘petit _ 
improve any dish”; “Travel by 
U.S.S.R. Air Line.” 


Copywriters in the Soviet Union 
have been told to take the grim- 
ness out of their copy (see last 


week's “Advertisers Weekly,” 
page seven). This cartoon draws 
attention to someone having 


sabotaged the seasons. 


ABTOMALUMHBI, MOTOLIMK/bi, MOTOPHBIE AOAKH, 

NPVHAANEMAULHE TRAM AAHAM 
MOryYT GiiTb GACTPAXOBAMEA & [OCOTPAXE 
SO CTPA OCR MEM CFEROTS ThAHCRaPTA 
A 


fh SANHOMEMH AOTOERBOPA OCTPAROUAHHR H S4 CNP, 
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The workers and peasants are 

urged to insure their cars and 

yachts and so protect their 
pleasure-making property. 


The Minister of Food, Com- 
rade Mikoyan, is concerned to 
emphasise that Soviet cha 
is the best in the world. “> 
ance is no longer for 
owners, — 


tten: “Car 
ists, yachts- 


men, ‘our property. 
Gosstraom Sm, indomnadiies you 


against all damage.” Commonly 
noted in advertisements and on 
hoardings is the assertion “Prices 
reduced since April 1953.” 


Distribution chaos 


However, close to such impres- 
sive advertisements can be read 
something like the following: 
“In our town, Toola, it was an- 
nounced that the latest sprin 
fashions would arrive at the Ln 
of January. Although it is now 
well into June, the shop windows 
are still full of clothes suitable 
for winter sports. At a time 
when the workers are getting 
ready for their holidays, it is 
impossible to obtain —_ 
dresses or linen suits, tents for 
camping or even films for 
cameras. You look for bathin 
costumes and find fur-trim 
coats; there are no_ sandals, 
though there is certainly an 
abundance of winter boots. And 
if you complain of this strange 
state of affairs, the services 
responsible refer you from one 
official to another.” 

The syndicated trades union 
newspaper, Trud, received, 
among others, a letter from 
Baku. At the time the town was 
in the throes of a heat wave, yet 
it was impossible to obtain any 
refreshing summer drinks, nor 
was there a bit of ice to be 
found, although advertisements 
in the local journals had for 
months been enlarging on the 
excellence of the new freezing 
plant made by a trust specialis- 
ing in electrical appliances! 
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i AUR ti 


Shows 


A colourful Display Unit in canvas on a ripid steel framework * Erected complete 
with covered flooring, and accessories at any outdoor Exhibition in Great Britain for a 
modest hiring, charge * Providing}, upwards of 400 sq. ft. of uninterrupted display 
space * Specially designed Pavilions are available for Exhibitors at a number of Shows 


Our 1954 hiring programme is already open, so please 
WRITE EARLY—BOOK EARLY—IN FACT, WRITE NOW! 


Full particulars from the designers and makers: 


GEORGE HOLLOWAY & WEBB LID 
Telephone No. 2417 VICTORIA WORKS - HEREFORD ‘Grams: Holwebbian 


Tent and Marquee Contractors for over 90 years 
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Effective advertising must carry 


a message with definite point 


In this month’s review of the trade and technical press, SCRUTINEER draws particular 

attention to some excellent advice about advertising given to the shoe trade, a proposal to 

increase soft drink awareness on the part of the general public and the success of a new 
journal for a much ignored segment of the clothing industry. 


FIRM believer in adver- 
tising as a “must” part of 
the business structure of the 
country is Francis H. Kelly, 
director of Portland Shoes Ltd. 
It may be recalled that Mr. 
Kelly gave his views about the 
value of the trade press in the 
special survey of the trade and 
technical press published in 
ADVERTISER'S WEEKLY, Octo- 
ber 8, page 90. Asked, along 
with seven other leading ad- 
vertisers, to state “Why we 
use the trade press,” his article 
was significantly headed “To 
advertise my advertising.” 
However, Mr. Kelly is not one 
of those who go to the extreme 
and consider that advertising can 
give to a product qualities it 
does not possess. His opinions 
were put before a recent meeting 
of the Leicester National Asso- 
ciation of Shoe Trade Managers 
and Foremen, and prominently 
reported by Shoe and Leather 
Record, under the bold heading 
“Merits of advertising.” 


Definite goal needed 


Enlightened Mr. Kelly was 
reported as saying that the main 
issue in production and sales was 
first to find a definite goal at 
which to aim the whole effort. 
Advertising, which was a part 
of this, had to be good; it could 
do harm, for instance, if not 
correctly timed. The person who 
had to make the actual sales was 
the prime factor in selling the 
virtues of the product. Planning, 
done before the sales contacts 
were made, was a major opera- 
tion. Advertising, in itself, was 
a message addressed to the in- 
dividual and it must be a 
message with a definite point. 

He went on to say that it was 
very difficult to lay down any 
hard and fast rules as regards 
the cost of advertising. Some of 
it entered into the design stage 
of the work, before sales pro- 
motion actually started. The 
main point was to find a selling 
point to advertise. If there did 
not appear to be such a point it 


as an 
article, rather than as a report 
of a speech made by a particular 


person, this kind of thing un- 
doubtedly fosters the cause of 
advertising in any industry. 
There. is still a vital need for 
such reasoning (which may well 
be elementary to those in touch 
with the subject) to be instilled 
into the mass of trade paper 
readers. 
cd *" ok 


1) See on ways and 
means of launching a col- 
lective advertising scheme for the 
soft drinks industry has reached 
the stage of the setting-up of a 
special committee, representative 
of all sections, which will pre- 
are an explanatory document 


‘or members of the National 
Association of Soft Drinks 
Manufacturers. 


Reporting on a recent meeting 
of the Association, Soft Drinks 
Trade Journal says it was agreed 
that any collective campaign 
which would attract the support 
of all classes of members would 
have to have as its primary object 
an increase in the size of the 
total market for soft drinks, thus 
giving ample room for trade ex- 
pansion. From the general dis- 
cussion it was evident that there 
was much enthusiasm and that 
there — be ae sup- 
port for a campaign, if it met 
the varying — ¥ of the sections 
and if a satisfactory fund-raising 
basis could be found. 

* * * 
sae AND LEATHER 
NEWS has been asking, 
“What are to be the next 
developments in leather trade 
ublicity?” It says the great 
ather Week campaign came to 
a climax at the end of Septem- 
ber. It resulted in millions of 
ple throughout the country 
eing ma more leather 
conscious ‘than ever before. 
Many sections of the industry 
felt its benefits. But that was 
nearly four months ago, and the 
public’s memory is short. The 
momentum of such a campaign 
soon dies down. 

But the leather industry, if it 
is to prosper in all its sections, 
must go on driving home to its 
particular customers the merits 
of the many productions it has 
to sell. And those potential 


customers are far more diverse 
than is always realised. 
It is acknowledged that there 


can be no immediate overall 
scheme that can adequately and 
properly serve all sections. One 
of the reasons is that all sections 
do not understand the trading 
problems of other sections. 
“Thus,” the journal says, “there 
must be continuity of sectional 
schemes, but if it is possible to 
arrange for these _ sectional 
schemes to be directed from a 
central source, it would become 
possible to build up a co-ordina- 
tion of the various schemes and 
pave the way for an eventual 
series of overall promotions.” 
* * * 


N ITS third issue, published in 

December, Stitch said it had 
proved that the outworking sec- 
tion of the clothing industry 
could support a journal of its 
own. Many had felt that a 
journal catering for the sub- 
contractor could not exist, partly 
for the reason that one had 
never existed before, but mainly 
because such a journal must re- 
flect the insecure and difficult 
position of the outdoor garment 
maker. 

“. . .. We have proved that 
the subcontractor’s position is 
not as insecure as is often be- 
lieved,” proclaimed the leading 
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article : 
individual return, he spends as a 


“Whatever may be his 


collective unit thousands 
thousands of pounds in hard 
cash, and represents the most 
important factor in the ladies’ 
clothing industry. 

“This is reflected in our ad- 
vertising columns, which give an 
indication of the ancillary trades 
interested in the outworking 
firms. We have taken care to see 
that every advertiser is reputable 
and genuine. There may be 
some who, while equally reput- 
able, are not interested in ad- 
vertising to the outworking firms 
(and one or two famous names 
spring to mind in this respect). 
But those who cultivate the co- 
coun and support of the 
clothing contractor form an 
impressive total. Many merchant- 
manufacturers might learn from 
them that their own stake in the 
industry, too, lies in the existence 
of the master ladies’ tailor and 
dressmaker.” 


* * * 
RTICLES on staff training 
and salesmanship have been 

prominent features in trade 
journals generally for very many 
years, but I cannot recall having 
come across any direct circula- 
tion link-up with this particular 
subject—at least not during the 
past couple of decades. The 
idea has now been adopted, with 
a particularly clever twist. 
Jnder the heading “Training 
to sell” the Outfitter is publish- 
ing a serialised digest course, 
based on an extended scheme of 
study which has been operated 
for several years by the National 
Association of Outfitters. At the 
outset, readers were warned: 
“The demand for these 
special articles is certain to be 
large—extra orders for the 
‘Outfitter’ are being taken al- 
ready, and the managing direc- 
tor of one large chain of 
outfitting sho is ordering 
copies for all branches, so that 


each manager can lecture on 
@ Continued on page 84 


“. . . . But I didn’t ask the labour exchange for that kind of steam 
presser!’ was the caption given to this cartoon appearing in a recent 
issue of “Stitch,” the journal that has proved that a much ignored 


section of the clothing industry can support a journal of its own. 
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me GIVE YOUR 1954 
= SALES CAMPAIGN 
A SOUND BASIS 


Make friends with 
the retailer 

—and keep it 

that way 


THE DRAPERS RECORD 


(45,000 Weekly) 


MEN'S WEAR 


(14,500 Weekly) 


' | 
lead € 


KINGS 


BOURNE HOUSE, 
229/231 High Holborn, London, W.C.1 
Branch Offices: 

. Manchester — Leicester 
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ADVERTISER'S WEEKLY 


ra bring the 
advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead- 
ing producers and 
packers of food 


Gene Me 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST + LONDON + N.W.1 
EUSton 5911 
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© Trade and Technical Press Viewpoint continued 


the course to his assistants. It 
will not be possible to reprint 
the issues, so to ensure deliv- 


ery, readers are advised to 
place their orders immedi- 
ately.” 


_ The “sales talk” was repeated 
in conjunction with the initial 
instalments of the serial story, 
which is ex to extend over 
a year. first article dealt 
with the importance of finding 
the customer's buying motive so 
that the sale can get off to a 
good start. 

As the course proceeds, readers 
will receive instruction on how 
best to meet these buying 
motives and the points of psy- 
chology to watch in planning 
and concluding the sale. 

A great deal of technical in- 
formation will be provided on 
cloths and weaves, dyeing and 
printing, and about synthetics, as 
well as the important questions 
of stock records and main- 
tenance, how to measure and try 
on (with appropriate sales com- 
mentary), window display, and 
advice on management and crea- 
tive selling. 

Reasons for the innovation 
were explained in a_ leading 
article which declared: “The 
spirit of salesmanship is still with 
us, but we must remember that 
only recently have we really had 
to sell goods and only recently 
have we really had the goods to 
sell. We know that there are 
many salesmen in the trade to- 
day who are only too willing to 
learn more about their jobs. 
They realise that competition, 
both within the trade and from 
outside, ig growing rapidly and 
that unless they are on top of 
their jobs they are likely to be 
out of them.” 

This courageous step in the 


interests of the trade it serves 

will bring added eee to this 

enterprising weekly. 

* * #* 
WARNING to advertising 
agents to probe more care- 

fully into the credentials of mail 
order accounts has been given 
by the Drapers’ Record, follow- 
ing statements made at a meet- 
ing of creditors of a mail order 
business. 

At the meeting, it was disclosed 
that the accounts showed a defi- 
ciency of £5,000 and that some 
£1,400 owing to the public for 
deposits and claims for refunds 
had not been included in the 
liabilities, “as it was anticipated 
it would be taken over by the 
newspapers concerned.” 

Ihe editor of the Drapers’ 
Record observed: “Strong objec- 
tion is taken by a number of 
newspapers, including the Daily 
Mirror and Sunday Pictorial, to 
such a statement, which assumes 
that they will settle obligations 


to the public and that the debtor | 


need not bother about consumer 
creditors. While the newspapers 


in proper cases, as a matter of 
grace, moneys lost by them in 
answering mail order announce- 
ments, assignments of debts are 
taken from those paid and the 
papers are not prepared to waive 
their claims against 
advertiser.” 
* 


* * 

HIS month’s leading article 

in Food deals with the Food 
and Drugs Amendment Bill. 
Referring to the House of Lords’ 
debate the comment is made that 
“no stress was laid on the fact 
that a greater public awareness 
of the problem of hygiene would 
achieve more than legislation on 
the Statute Book.” 
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“Motor Cycle and Cycle Trader.” 


Smecriva from the best six photographs of each area the all- 
Britain prize-winner in the “Selling Fortnight” Ever Ready 
window display competition. The five judges, from left to right: 
E. N. Rowbotham, chairman of the Ever Ready Co. (Great Britain) 
Ltd.; Alban Hills, editor, “Hardware Trade Journal’; Dame Caroline 
Haslett, director, Electrical Association for Women; W. E. Miller, 
editor, “Wireless and Electrical Trader”; and A. H. Ward, editor, 


| The Paint, Oil & Colour Journal is 


| tion of the industries, a most effec- 
mentioned refund to their readers 


ees 
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PAINT 


the most popular and the best in- 

formed publication in these indust- 

ries. It is read by all the technical 
commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 


tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 
particulars to 83-6, Farringdon St., 
London, E.C.4. Phone: City 4788/9 


GOODWILL PUBLICITY 


... In the shop ... in the 
street... in the market- 
place . . . in the home. 


Yes, LEARUBBER BALLOONS 
bearing names, sales messages, 
are a great selling medium—as 
many famous national Advertis- 
ers and their Agents know so 
well. Retailers like them... 
customers are delighted to have 


them . . . they're colourful, can 
be beautifully printed with any 
design or wording. .. are ex- 
tremcly low in cost. Write or 
"phone for full details and novel 
. ideas in getting utmost 
publicity from their use. 


LEA BRIDGE 
ys RUBBER 
4 works LTD 


London Sales Office : 
133-5 Oxford Street, W.! 
Telephone: Gerrard 8256/7 
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JOURNALS OF INFLUENCE and 
PULLING POWER 


Devoted to reducing fuel costs 
“THE STEAM ENGINEER” is the 
foremost medium for advertising 
steam power 

auxiliaries. 


mans re caeees from the 


mechine contre 


This brochure issued by F. J. Edwards Lid. and dealing with machine 
tools is a clean job with no irritating embellishments. 


Technical Print Review 


A good batch—with not 


one Victorian monstrosity | 


EA H piece of technical 
printing has to be con- 
sidered from one point of view 
-does it do its job? Does it 
sell the goods its originator 
wishes to sell, does it inform 
the particular section of in- 
dustry adequately about the 
equipment available? How- 
ever, as long as the cost is the 
same there is a lot to be said 
for the piece of printing to be 
interesting to the eye in addi- 
tion. In fact, some might ad- 
vance the view that the more 
attractive the better it does its 
job. This is not always so, of 
course. Particularly when 
dealing with severe technical 
equipment it is sometimes 


> Eee aE 


Hiduminium 
and 4 
Magnuminium __ 
a 
Alloys =, 


oe 3 
hy ~ . re ws at 


This little handbook issued by 
High Duty Alloys Ltd. is well 
praised by Roger Darcy. What 


pleased him especially = a 
use of white space and a lack 
pis aw b 


irritating 


adly designed 
trade marks. 


By ROGER DARCY 


desirable to keep the printing 
severe too. 

Take the little handbook 
issued by High Duty Alloys Ltd., 
of Slough, entitled “Hiduminium 
and Magnuminium Alloys— 
Machining Notes.” I have no 
clue as to what these alloys are 
but I know that the light grey 
and black cover with its circular 
saw cut out design is just about 
enough decoration for such a 
booklet. 
for that section of industry which 
is interested in Hiduminium and 
Magnuminium there is sufficient 
stimulus to open the booklet and 
read more, without the print de- 
signer labouring the point. 


Tables easily read 


Inside the machining infor- 
mation is neatly laid out. Head- 
ings and body are set in Plantin, 
and very readable it is. Tables 
are in sans type and are easily 
understood. What pleases me 
is that there is plenty of white 
space and a lack of those irri- 
tating and often badly designed 
trade marks. This is an unpre- 
tentious little booklet, and be- 
cause of that I would say it does 
its job well. 

nm a much bigger scale and 
addressed to a somewhat wider 
audience is the brochure issued 
by F. J. Edwards Ltd. dealin 
with machine tools. A colourfu 
cover in black, blue and yellow 
shows a vast machine shop, there 
is not too much fussy lettering 
and the whole effect is to make 
the busy executive open up and 
see what is cooking. Both new 
and used machine tools are 
covered by the catalogue 
fuller detailed literature can be 
sent 
shown. An index shows right 
away the page for your particu- 
lar requirement. eadings and 
body are in Times New men 


@ Continued on page 86 


It is eye-catching, and | 


on each of the models | 


“THE INDUSTRIAL HEATING 
ENGINEER” reaches all who 
are responsible for the heating, 
air conditioning and ventilation 
of INDUSTRIAL Works, Institu- 
tions and Public Buildings, etc. 


JOHN D. TROUP LTD. 


90 HIGH HOLBORN, LONDON, W.C.1 
Phone : CHAncery 7656/7/6 


SYREN .». SHIPPING 


is THE Shipping Paper 
if you want to reach 


the leaders in shipowning 
and shipbuilding 


Read since 1896 by Owners, Naval Architects, 
Marine Superintendents, Shipbuilders and design 
staffs. 

Send for a specimen copy and rate card to : 


Syren & Shipping Ltd., 26/28 Billiter Street, London, E.C.3. 
Telephone No. Royal 5322 


Mechanieal World 


AND ENCINEERINC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products ; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 
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ADVERTISER'S WEEKLY 
October 29, 1953 


COMMENT 


WHY A.B.C.? 


“Give us more facts, and especi- 
ally, more A.B.C. net sales.” 
This is what advertising agents 
replied when asked, in a recent 
**Advertiser’s Weekly” survey, 
to say what more media could 
do to help them serve their 
clients 


* 


ASSOCIATION of MUNICIPAL CORPORATIONS MONTHLY PUBLICATION 


MUNICIPAL 
REVIEW 


A.B.C. MEMBERS SINCE 1949 
NET SALE OVER 8,800 MONTHLY 


PAGE RATE STILL £25 
* 


Specimen copy and sales breakdown 

from Advertisement Manager, 

MUNICIPAL REVIEW, Victoria 

Station House, Victoria St., S.W.1 
TATe Gallery 0764-7 


| corny? 


| been left out. 


| can be no confusion. 
| line at the foot of each double 


B08 
HENRY BURT & SONLTD- 


High Class 


Enquiries for 


the letterpress printing © 
s, leaflets, catalogues 4 — 
a oe ve the immediate person 
1 a n of the London Manager. 
London Office :— ina 
32 SHAFTESBURY ae 1300 
Telephones : GERrard 612 


‘Cleans on Tame 


| spread, 
| tells what is dealt with on the 


| small, 
Egyptian lettering on a_ black 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


METAL ae 
BULLETIN 


TUESDAYS & FRIDAYS 


Published by 


METAL INFORMATION BUREAU LTD. 


Birkett House, 27 Albemarle St., London, W.! 
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© TECHNICAL PRINT REVIEW — continued 
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Orne tiow 
IwOICATORS 


Did the decorations around this four-page Trico leaflet have io be so 


In Roger Darcy's opinion it would have been just as 


informative if the holly leaves, Father Christmases and candles had 


The half-tone cut-outs and the short descriptions of 


each item are surely enough, he suggests 


which show up well on a good 
quality paper. Illustrations are 
by half-tone cut-outs. 

There is nothing to come be- 


| tween reader and the copy. 


Clean and simple 


In reverse sans on a screen at 


the top of each page is either 


“new” or “used” so that there 


A catch- 
in Rockwell bold italic, 


ges, thus: “Lathes from the 
JE machine centre.” FJE is a 
well designed mark in 


background. 

Again this is a clean job 
with no irritating embellish- 
ments. If Il wanted to buy 
machine tools I would be 
pleased with this direct ap- 
proach, and not offended by 
the simple design of the 
brochure. 


I am not so keen on the Trico 
four-page leaflet announcing 
Trico gifts for motorists. Natu- 
rally, as it had to tie up with 
Christmas there had to be some 
sort of decorative effort. But 
need it have been so corny? 
Also I rather think that it would 
have been just as informative if 
the holly leaves, Father Christ- 
mases and candles had been left 
out. The half-tone cut-outs and 
the short descriptions of each 
item are surely enough. A more 
modern Christmas design on the 
front cover would have been 
quite sufficient to my view. 


Cheers up customers 


So we see that technical print- 
ing can be effective without 
necessarily being decorative. If 
it can be bright into the bargain, 
well, that is not a bad thing, be- 
cause it always cheers up the 
customer to see something 

@ Continued on page 88 


This catalogue of 
Funditor marking 
machines repre- 
sents a lesson in 
how to present 
rather difficult 
machines. Most of 
the blocks of the 
marking machines 
are cut out so that 
every detail can be 
seen. 
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He us one of our Account Executives—and when you discuss your 


exhibition and display problems with him you know that he represents 
the best brains in the industry. Behind him are the largest resources 


and the most comprehensive service in this country devoted to three- 
dimensional publicity. You have seen the exhibition stands and 
displays we make—they are everywhere. You have heard of our 
Ivelpak units and the Personal Plan scheme—both designed to meet 
present-day needs. Our Account Executive can be of help to you if 
you give him the opportunity to study your problems, Will you come 
to our factory in Shepherds Bush Green and see our facilities —or would 


you prefer him to call on you ? 


CiTY BISPLAY ORGAHISBATION 
50 UXBRIDGE ROAD, LONDON, W.12. SHE 128) 


ited 
as (j ony 
fe) i ven 
‘ me 
ay. 
iy a 7 
ES 7 
= a \' a 
) al ii 
\ em a 
4 — a 2 
a 8 
LV! Y 58 ie 
oh ae “a 
ZB: a 
ei ‘ ; 
Segtin a 
e Se; D ei 
\! \» a 
S0/7 # a 
AS 
Mn a 
R a 
Vay af 
Y% 4 eo 
5 7/X ae 
r a . Ae 
a 9 ae ‘ea 
; 6a ae 
ae 
a (2 { a 
J a 
rit : Ben Af a ; 
> BA a 
fi TENS z 
By io ; 
ii ssitss a 
_ SORA ae 
at I) ae 
= Ack : 7 
ay 
ope: OZ ie 
a a 
3 
| 
a 
Nt Tees 
ie yt 
Eas 
ee ig 
7 
By 
cDOoO . 
rey 
rl 
: 9% > 2 ! ‘ ' - 
“a SS ae ie, oe ea ee Me 2 _ 8 Se = Eee ae - ee iewrd 
. ae i ae ; aie: all Py fit Se TR a . - - oie 


ADVERTISER'S WEEKLY 


® TECHNICAL PRINT 
REVIE ./ —continued 


bright on his desk. In this cate- 
gory comes, I think, the Funditor 


marking machines catalogue. | 


This has a speaking bright cover 
in black, yellow and orange, with 
a modern design, which, never- 
theless, shows the various objects 
(ranging from an ice skate to a 
door key) which can be marked 
by one of the firm’s machines. 
The inside is printed in black 
and orange, a very effective com- 
bination. Sans type is used 
throughout and there is a certain 
amount of reverse printing. The 
blocks differ in treatment. Some 
of the half-tones are squared u 
or shaped, and printed blac 
they are made more eye-catching 
by a thin band of orange on two 
sides. Most of the blocks of the 
marking machines are cut out so 
that every detail can be seen. 
Diagrams are from line blocks in 
two colours. This catalogue is, 
in fact, a lesson in how to 
present rather difficult machines. 
Finally, there is the new 
Powers-S catalogue, appeal- 
ing to a wider audience than the 
ers here mentioned. Hence 
it is entitled to be a little gayer, 
I feel. It has been issued by 
Powers - Samas Accounting 
Machines (Sales) Lid. for their 
nched card supplies. It covers 
ull supplies for card punching 
uipment, and the latest models 
of office furniture, such as 
pose chairs specially designed 
or punch and tabulator opera- 
tors, index cabinets and so on. 
The catalogue has been printed 
in three colours on 100 Ib. 
medium white art paper by 
Caple & Co., Ltd., of Leicester, 
in the unusual format of 11 x 
84 in. 


Human figures used 


Inside there is a pleasing mix- 
ture of Times New Roman, 
Bodoni italic and sang type, and 
cies is in red, yellow and 

k. The half-tone blocks of 
equipment are printed black and 
are thrown into prominence by 
the red and yellow backgrounds. 
However, Pe human figures 
are used (always very attractive 
girls) and shown operating 
machines, then the whole illus- 
tration is often cut out and 

rinted on a white background. 
is makes for change and keeps 
the interest at a high level. 

Only one little peculiarity 
occurs. The typography is of 
the highest order and the scheme 
continues throughout the cata- 
logue, but suddenly on one page, 
and one page only, one word is 
written in script. Why? 

It scems to spoil the whole 
effect. The Powers-Samas label 
is frequently introduced, but as 
it is a pleasant modern design it 
does not intrude and has a cer- 
tain reminder value. This cata- 
logue was designed by the 
Powers-Samas Advertising De- 

rtment in conjunction with 

tre Palette Ltd., of Lon 
who did the finished art work. 


Reaches an in- 
fluential section 
of professional 
people who sub- = 
scribe to the only 
legal weekly 
for practising 
solicitors. 


TRANSPORT WORLD 


POLLARDS 1181 


The Monthly 
Register 


1HE SHOL & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL 8ST. LONDON WC2 
Tel. TEM 5524/6 


leading quarterly 
in printing and 
end papermaking — 


extensive circulation 


MaintTiz 


329 High Holborn WC: Hol 7759 


rintin 
gy 


THE ONLY TRADE WEEKLY 
329, HIGH HOLBORN. W.CI 


PASSENGER 
TRANSPORT 


* 
Your ie “F.7." 
reaches operators and manufac- 
turers of the world’s largest road 
vehicle fleets—every week. 


. 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


—The 
WOODWORKING 
INDUSTRY 


The technical Journal of 
the timber using industries. 


180 Fleet St., Londen, B.C4 
Tel.» CHA 8844 


Meat Trades’ Journal 
Weekly net sales exceed 
31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LowDON, £.C.1 


FOOD TRADE neview. on 
jon, We 
9, Gannicn STREET yonoon, W 


Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


100 Fleet Street, London, E.C.4 
Tel. CHA 8844 
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World's Leading Journal for 
Health, es and ——- 


Royal | Senitery. Institute 
90 Buckingham Palace Road, $.W.1 
Circulation 10,266 ABC 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLbotn 5502 


Good Photography 


Monthly—for all 
amateur photographers 


Bott Court, Meet Street, £.C.4 


Read by Chief Officers who purchase for 

* Hospitals 

* Local Authorities 

* Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


Publications 


LUBRICATION 


The Essential Complement of Power ond Production 


THE ONLY Independent journal devoted 
to LUBRICATION 


Read by Works Engineers, 

Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD 


PUBLICATIONS 
3 CustORD STREET, 
ONDON, W.!. 


J.D. AL 


The Journal of Decorative 
Art @ British Decorator 


The pg Fn peat, for all associated 
with the Pai and Decorating Trade 


pet * MANCHESTER 4 


PAPER @) TRADE 
REVIEW 

THE PAPERMAKERS WETRLY JOURNA 
Mm A.8.c. MEMBER 


* THE PAPER BOX AND 
BAG MAKER 


* THE PAPER MARKET 


PHILLIPS’ PAPER TRADE DIRECTORY 
CF THE WORLD 


S-C-+ PHILLIPS & 
Co LTD 


83 TUDOR ST. LONDON.EC4 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 


officer in local 
government. 


4 Clements lan, W.C.: 
HOLborn ¢502 


The 
MUNICIPAL 


JOURNAL 
founded 1893 
The only weekly technical 
journal read in every local 
government department, 


3 Clements lon, W.C.2 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, WCI 
Telephone : Holborn 0452 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1445 COLEMAN 5T., LONDON, 6.6.2 
MONarch 1995 
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Bakers’ debt to 
the trade press 


PRASS for the help given 
by the trade press to the 


National Board for Bakery 
Education was given by 
Bert Willis, president of 


the National Association of 
Master Bakers, Confectioners 
and Caterers, during the course 
of the sixth annual meeting of 
the board. 

Replying, W. H. Evans, editor 
of the Baker and Confectioner, 
pointed out that 62 years ago, 
when the journal was founded, 
there were no technical schools, 
practically no text books, no 
national trade weekly, and re- 
cipes and met were kept 
close secrets by the men using 
them. 


Technical book pioneers 


He felt proud that the coming 
of Baker and Confectioner 
changed all that, and that 
with their contemporaries of that 
period, they were the pioncers 
in the publication and wide 
dissemination of recipes and 
methods, and the publication of 
trade technical books. They 
might also legitimately claim to 
be pioneers of technical 
education in the trade, for it 
was not until some rs after- 
wards that trade schools were 
established. 

Where there was a flourishing 
trade press there was a success- 
ful industry. He left that 
thought, he concluded, with 


those who still failed to realise 
the importance to an industry of 
a virile trade press. 


SING a remote release and 

a second camera, George 
Miles (left, foreground) managed 
to bring into a film his entire 
studio staff engaged in the pro- 
duction of his studio's Christmas 
card. As reported in last week's 
issue of “Advertiser's Weekly” 
(page 36), George Miles Lid. 
have made this film of the pro- 
duction of their Christmas card 
and titled “Birth of a Christmas 
Card,” are making it available 
to publicity clubs wishing to 
show it at any of their meetings. 
The film (16 mm.) lasts 12 
minutes and was directed and 
shot by Douglas Finch. 
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NO AD ‘BLITZ’ 
FOR THIS WAR 
STORY 


AAN IRONIC situation has emer ed 
with regard to the North- 
Europe volume in the series of hort 


military histories of | the | Second He sang under 
or ar : 
commissioned Stokowski 
by the Gov- BRETIREMENT means “a single 
ernment. The ticket to the graveyard’ in the 


first edition opinion of J. L. Callway, to whom 


of . vol- his colleagues in the advertisement 
ume ub- departments of the Daily Herald, 
lished ns “the People and Sporting Life made a 
Stationery Of- resentation the other day to mark 


fice in Sep- Eis completion of 50 years in Fleet 
tember is sel- Street. So Mr. Callway intends to 
ling out so stay at his job as long as he can. 
fast that a re- He motors; he cycles; he does his 
print is likely. daily dozen each morning “and 
John North works up a circulation of which any 
(a director of paper would be proud.” 
London Press fis first paper was the Daily 
Exchange),the News, the back page of which he 
author of this used to fill with auction announce- 
volume, naturally holds the view ments at 9d. a line. He earned 
that good reviews should be fol- £2 10s. a week, plus commission 
lowed by good advertising, and as (not bad money in those days), and 
an advertising man is in a way per- could well afford the top hat he 
turbed by the fact that these sales was required to wear. Since then 
have been achieved following an he has been with the Daily Sketch 
advertising ‘campaign’ totalling in its Hulton days; with Biorthcliffe 
five inches in two periodicals only! Newspapers under John Coope; 
The view of the Stationery Office is and with the Daily Express under 
that it must economise with tax- W. E. Tomlin, whom he joined on 
payers’ money! the News Chronicle about 1933. It 
r. North ‘coreed on the General was in 1936 that he went atte the 
Staff throughout the war and in the cones under Arthur ae 


course of his duties visited the pers are evidently in 

British, Canadian and U.S. armies blood His uncle, C. T. Bateman, 
in North Africa, Italy, Greece and was editor of the Surrey Times and 
North- pes Europe. Before the religious editor of the old Tribune. 
war roduced a history of the Mr. Callway’s son John is an 
BF campaign: Gallipoli: advertisement representative with the 
The Fading Vision, Sunday Chronicle. 


THE 
SCOTSMAN 


READERS of THE 
SCOTSMAN form 
Scotland’s most receptive 
markets for quality 


products and services. 


SCOTLAND'S NATIONAL NEWSPAPER 
Member A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


Gardening is one of Mr. Caliway’s 
hobbies; music, another. Once upon 
a time he used to sing treble under 
Leopold Stokowski at St. James's, 
Piccadilly. For some years, later, he 
was a church warden there. In 1947 
he won the Leon Goodman cup for 
public speaking. 


Ruxton murder case 
recalled 


NN EWCOMER to the editorial and 
meral publicity department of 
ather & Crowther Ltd. is James 


Dow 

He began his professional career 
as a barrister in the chambers of 
Sir David Maxwell Fyfe and did the 
“devilling”’ in the famous Buck Rux- 
ton murder case. 

Giving up law for advertising, he 
became a copywriter for Co man, 
Prentis & Varley, and with Pritchard, 

Wood & Part. 
=e ners, and later 
"| worked on 
commercial 
radio 
publicity 
films. Mr. 
Dowdall was 
invalided out 
of the Royal 
Air Force in 
1942 when he 
became a war 
correspondent 
on the Daily 
Mirror. Sub- 
sequently he 
worked as 
feature writer 
and sub-editor for The Times Edu- 
cational Supplement after a period 
on the News Chronicle. 


eS 
. 


* * 7 


HIEAD of the publicity division of 
the newly formed company of 
Smith & leahew Ltd., Clifford W. 
Crouch will have plenty of variety 
in his work. Amongst other things 
he will be responsible for the ad- 
vertising of Elastoplast, Nivea 
cream, an extensive range of we) 
drugs and surgical bandages, an 
several brands of women’s and 
children’s clothing. 

He started his career in the ad- 
vertising department of E. C. de 
Witt Ltd. Then he moved to the 
agent handling the account—W. H. 
Emmett & Co., Ltd., where he 
worked as copywriter and account 
executive. From there he went to 
Keystone Advertising Ltd. (now 
S. P. O'Connor Ltd.) as assistant 
— oe manager. The out- 
reak of war found him in the 
publications pubiicity division of 
the B.B.C. 

It was after the war that he be- 
came advertising manager of T. J. 
Smith & Nephew Ltd. and in 195C 
was appointed to the board of the 
company. During the past few 
ears he has travelled extensively, 
ecping an eye on che overseas 
markets for his company’s Elasto- 
plast product. 

Mr. Crouch says, quite truthfully, 
that his hobby is advertising. But 
at one time he was very keen on 
bird keeping—mainly canaries and 
budgerigars—and even got as far 
as writing a couple of books on 
the subject. He adds the rider: 
“But not under my own name, 
course.” He also used to play 
hockey. 


January 14, 1954 


The Presburys’ 
family tradition 


"THE NEW president of the Screen 
Advertising Association, J. 


a with his brother Philip, 
head yy that will be 56 years 


able age in such —-s py 
Actually _ their 

Sydney Presbury, who died — 
years ago, was concerned at first 
with advertising in theatres, mainly 
on drop curtains. From this he 
progressed to advertising by slides, 
subsequently projecting them on to 
cinema _ screens; during the 
First World War he was the first 
man to persuade national advertisers 
to use cinema screen for adver- 
tising. It is from these small 
beginnings that the present impor- 
tant screen advertising industry has 
developed. 

When what is now the Screen 
Advertising Association was a group 
within the Association of Specialised 
Film Producers, Guy Presbury was 
vice-chairman of the group and on 
the executive council of the 
A.S.F.P. Then the group became 
an association in its own right, with 
E. W. Beckett as its first president. 


* * a 
BDUE for release in 
future is the British un Film 


Corporation three-story production 
“Three Cases of Murder.” The 
three Faw Hh. featured were written 
b Maugham, _ Bert 
Halliday an and rd Roderick Wilkinson, a 
prominent figure in Glasgow adver- 
a agency circles. 
3 filkineon's contribution has 
been adapted from his successful 
radio play, “In the Picture."’ Latest 
figure for the number of countries 
to hear this play is 13. 

Agency life leaves Mr. Wilkinson 
with only the 7 for Selene, 
but in spite of this his hobby has 
paid remarkable dividends. His 
scripts for broadcasts here and 
abroad now number well over 100 
and include plays, documentaries, 
short stories and talks. He has also 
broadcast many times, and listeners 
in Scotland will recall his humorous 

ersonal_ series called “I'm a 
*ather.” 


. * * 


PRESIDENT of the newly formed 
European Federation of Petroleum 
Equipment Manufacturers is 
Do ilson, publicity manager 
of the United Steel Companies, with 
which he has served for 25 years. 
Mr. Wilson is already chairman of 
the Council of British Manufac- 
turers of Petroleum Equipment. 

Mr, Wilson believes firmly that 
the formation of the Federation is 
the first step towards European 
economic independence for the 
petroleum industry. 


Contact 


WEEK'S WISECRACK 
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“Someone put an additive 
in my drink and now my 
plugs are really spark- 
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sell through 


NEWS 


the FIRST 
and FINEST 
television 
magazine 


f 


Since its first number, TV 

NEWS has enjoyed swiftly growing 

success amongst more thoughtful 

’ viewers. Beautifully printed and 

illustrated on art paper it appeals to 

TV families with wider tastes and more 

substantial incomes. And it appeals to the 

whole family with special regular features for women and 

children. TV NEWS readers have money to spend on more than 
day-to-duy purchases. Advertis: in TV NEWS 


and guide their spending your way. 


Send for specimen copy to :— 
A. W. St. John Dillon, General Advertisement Manager, TV NEWS, 
147 Victoria Street, Westminster, S.W.1. Telephone : VICtoria 6423/4. 
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Stuarts do good advertising; 


we invite any advertising manager 


to come and see how we work 
Telephone Mayfair 9255 


and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W1 


among our clients: 
ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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We Hear 


, meres of T 
mt H. Sharpe, 
received over “00 replies from a 
one inch single column 
ment inserted in —— 

* * 
A representative panel pA geowem, 
packers and housewives will ques- 
tion experts on “Pre-packaging and 
Self-service”’ at the next meeting of 
the Self-Service Development Asso- 
ciation on Lear “ts January 26. 

* * 


Advertising, Gadtivdion and sell- 
ing costs “might be in the nature 
of 374 per cent,” James P. Digby, 
managing director, Pye (Ireland) 
Ltd., told the Fair Trade Commis- 
sion in Dublin. 

* * * 


Joshua B. Powers Ltd. have been 
appointed sole representatives for 
the Honduras newspaper La Epoca. 

* a ok 
P. M. B. Smith, publicity mana- 
er, Scottish Daily Mail, spoke to 
alkirk Rotary Club on some 
aspects of newspaper production. 


Off the rails 


Wembley Council has told the 
area planning officer that advertise- 
ments on the Watford Road rail- 
way bridge, Kenton, should be 
abolished because they are detri- 
mental to amenities, 

oa ok * 

Self-service display containers, 
each holding 50 two-colour illus- 
trated leaflets, with the slogan *““Why 
leather is the sole of comfort” are 
being supplied to repairers by the 
Leather Institute. 

ok * oe 

Benn Brothers Ltd. have declared 
the following dividends, less tax, 
payable on February 15: 3 per cent 
on the Preference shares for the 
half-year ended December 31, 1953, 
(same); and 5 per cent (4 per cent), 
interim, on the Ordinary shares. 

* ca ok 


From Monday, January 18, the 
space buying department of Rooster 
Publicity Ltd London, Peter- 
borough and Newcastle, will be at 
their executive offices, Braemar 
House, Manor Road, Teddington. 


Through the post 


Postings under the <—-" per 
rate for delivery in the nited 
Kingdom totalled 2,817 milion for 
the year 1952-53. 

oa 


Pickersgill Publicity sordien Ltd. 
have opened a branch in Parade 
Chambers, East Parade, Sheffield, 
and have appointed B. C. William- 
son as — om we ee 


w. S. Crawford Ltd. oat Colman 
Prentis & Varley Ltd. 2—0 in a darts 
match. 

a * 


* 

The Magnet Advertising Co., 
Ltd., have been appointed advertise- 
ment contractors for On the Road, 
the monthl urnal of the United 
Commercia ravellers Association 
of Great Britain and Ireland. 

ok ca 


W. H. Goodchild, 114-115 Hol- 
born, London, E.C.1, have been 
appointed as London representatives 
for the Cannock Chase News and 
Weekly Advertiser. 

+ ok * 

“Museum piece” sketches and 
caravan folk-lore enlivened an 
amusing menu devised by W. S. 
Crawford Ltd. for the annual dinner 
of their clients, Berkeley Coachwork 

Biggleswade. 


. 


Publications News and Notes 


Name change for 
big monthly 


With the issue dated April, 
Weldons Ladies Journal becomes 
Weldons Home Journal. An initial 
print order of 175,000 has been 
lanned for the  re-launching. 
2mphasis will be on home life and 
surroundings, with more pages, and 
more colour. Features will cover 
fashions, beauty, mothercraft and 
fiction. 
* * ok 

Included with the January num- 
ber of Travel To is the annual 
supplement on Continental coach 
tours—which provides condensed 
itineraries of 256 individual coach 
tours. This issue carries a record 
amount of advertising from over 
120 transportation companies, tour 
organisers, travel agents and hotels. 


An artist's impression o 
Doctor at the 
* * oe 
For the first time last Saturday 
the Manchester Evening News foot- 
ball edition was published on green 
— * ok 


The Confectionery Journal is 
offering £100 to the reader who 
submits a photograph of what is 
deemed by judges to be the 

ulling window display. It is stipu- 
ated that the window should = 
tain only products manufactured Li 
advertisers in os Jour 

a * 

Described as “the pe publica- 
tion covering the building society 
market,” the front cover of 
Building Societies’ Gazette has been 
redesigned. The title piece has been 
modernised and the rest of the 
cover is devoted to a bleed off pic- 
ture to = changed each month. 

* * 

The iol imposed in the Republic 
of Ireland shortly before Christmas 
on the Sunday Express and Ilus- 
trated has been revoked. 

a * * 

Page size of the quarterly motor 
travel magazine Milestones is to be 
increased to 8} in. deep by 64 in., 
with a type are: of 7 in. x 5 in. 
The magazine is to be printed on 
art paper throughout. Advertise- 
ment rates are unchanged. 

bd cd x 

Next issue of the Humber Ports 
Annual will be published in March. 
The page rate is 15 guineas. 
H. E. C. Newham and Co. are the 
pane 

* 


ck 
—_ de Courcy has acquired 
the Brixton Free Press and Lambeth 
Borough News from the Brittain 
eee Co. 


Established in * 1999 a South 
| Merioneth Leader 


the rest room to be provided by 
Mail /dea! Home Exhibition next 


The net sale of the 
during December 

copies a day. 

* * a 

Furniture and fittings, to the 
value of £250, for a brighter spring 
home, plus £1,250 cash is the prize 
offered in a Daily Herald competi- 
tion which started in the paper on 
Tuesday (January 12). Alternatively, 
the winner may choose to take the 
whole prize in cash. Readers have 
to select from 24 points the 12 
which together combine most to 
make a young woman attractive to 
men. 


was 4,059,659 


* 
Parents is to ‘publish a Family 
Holiday Guide. it will list hotels, 


uest houses, camps, etc., where 


amilies with babies and young . 


children are especially catered for. 
The first issue includes 37 adver- 
lisers. 


arch. 


ADVERTISER'S WEEKLY 


the Family 


Economic survey 
of advertising 


On Monday, January 25, 
the Financial Times is pub- 
lishing and presenting vith 
that day's issue a 28-page sur- 
vey on the “Economics of 
Advertising.” 
> Advertising rsonalities 
among the contributors are: 
Norman Moore, W. J. Studd, 
Col. George Warden, Graeme 
Cranch, A. O, Buckingham, 
Ashley Havinden, Drummond 
+L. Armstrong, W. Thielé, 
J. W. Hobson, Frank Hoppé, 
Major L. W. Cousland, C. D. 
Notley, G. Vernon Nye, H. 
Deschampsneufs, E, A. Lever, 
A. B. MacColl, EB, Freeman- 
Keel and | Arther Hughes. | 


The Munic Journal for Feb- 
ruary 19 will feature a_ special 
illustrated survey of Bristol's post- 
war planning and re-development 
schemes. 


oo * ca 
Sport and Show News has com- 
leted its reorganisation and will 
published regularly on peers. 
ok a 


Revue Mensuelle de L’Actualité 
Publicitaire is now being distributed 
in this country by Intereps, Ltd., 
London, at £3 for six months or 
£5 10s. a year (post free), This 
four-months-old review reproduces 
every month about 1,000 advertise- 
ments from all over Euro: The 
October issue reproduced 5 British 
ones. 


Those who know 
best about 
advertising.... 


5 


Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. i 


85 FENCHURCH STREET, LONDON EC3 Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 
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Two major shoe 


accounts move 


Pictorial Publ Ltd. have been 

pointed agents for the two asso- 
ciated companies of J. Sears and 
Co, (True-Form Boot Co.), Ltd., 
and the retail organisation of Free- 
man Hardy & Willis Ltd. Advertis- 
ing for h companies will be 
launched in March. ~> 

The Freeman Hardy & Willis 
campaign will use large spaces in 
national daily and Sunday news- 
papers, London nom weekly 


women's and genera interest 
magazines. 

or J, Sears, large spaces are 
being booked in women’s and 


general interest magazines, London 
evenings, and national Sunday 
newspapers. 


‘Express’ half-page 


for Palm Court 


Palm Court is the brand name 
given by Marshall Fabrics Ltd. to 
a new line of fashion cottons to 
be launched with a half-page in 
the Daily Express on March 2, The 
initial schedule also includes a half- 
page in the Daily Mirror and full 

in women's magazines. 

the slogan will be “The new 
name that’s smartest in cottons.” 
Trade press advertising has started. 
R. 8. Caplin . are the agents. 


Record campaign 
for Nivea 


The biggest campaign ever run 
for Nivea cream is being launched 
this month and will run until March. 
Half-pages, instead of the normal 
quarter-page spaces, are being taken 
in an extensive list of women’s 
magazines together with Picture 
Post, Illustrated and John Bull. 

James M. Greenwood A 
LAd, are the agents. 


Trade press scheme 


An improved Roberts White 
Windsor soap is being launched with 
a heavy trade promotion scheme. 
Large spaces are being taken in the 
trade press. New display material 
has been prepared. md Ad- 
vertising Lid. are the agents. 


National scheme 


for cough sweets 


A country-wide advertising cam- 
paign in national and provincial 
papers for Hacks cough sweets 
starts next week. White-Hudson 
and Co., Ltd., of Southport, sole 
manufacturers of ““The cough sweet 
that’s a treat to eat,”’ will be sup- 
porting the newspaper campaign 
with special poster displays. 
Higham Lid. are the agents. 


London coverage 


New orders received this week b 
Greater London's Greater Press Ltd. 
for space include Smedley’s canned 
food (agents, Gordon and Gotch 

Advertising) Lid.), Kruschen salts 
(The Robert Freeman Co., Léd.), 

nlop tyres (C. F. Higham Ltd.), 
Myo plastic (Gordon and Gotch 
(Advertising) Lid.), and Esso Blue 
paraffin (Dorland Advertising Ltd.). 


PR in the Midlands 


George Bartram, Birmingham 
P.R.O., has been appointed to act 
for Bowmaker (Plant) Ltd. of 
Willenhall, agents for Caterpillar 
tractors, and the Darlaston Galva- 
nized Holloware Co. Ltd., bucket 
manufacturers of Wednesbury. 


More advertising for cake mixes 


Advertising for cake mixes is 
expected to be stepped up 
J. H. Lavery and Co., 
Ltd., are introducing in this 
country a Harlequin cake mix 
which was launched in America 
soon after the last war. 

This new cake mix requires only 
the addition of water. 5 re- 
search has found that there is 
hardly any standardisation of liquid 
measures in British kitchens a pack 
has been designed which can be 
utilised as a water measure. It 
will hold 4 ozs. of water without 
leakage. Harlequin cake mix will 
sell at Is. 6d. a ome The adver- 
tising agents are MacLaren Adver- 


Stoddart and Hansford Ltd. will 
be launching their biggest campaign 
in recent years for Viota cake and 
sponge mixes on Friday, January 
29. It will be concentrated in the 
Radio Times and women’s maga- 
zines. Samson, Clark and Co., Litd., 
are the agents. 

Footnote: Just before Christmas 
Bird's launched a cake mix—which 
needs the addition of milk—with 
large spaces in the London evening 
newspapers. 


First national ads 


for Tiptree jam 


For the first time Wilkin & Sons 
Ltd., manufacturers of Tiptree 
conserves and marmalades, are to 
advertise in the national press. 
Originally a fruit-growing concern 
this firm first developed their jam- 
making business by selling direct to 
the consumer. Distribution is now 
made through high-class grocers and 
department stores. 

Saward Baker & Co., Lid., have 
prepared the scheme which is timed 
to start in March in national and 
women’s magazines. 


Getting ready for 


summer 


Kleinert Rubber Co. advertising 
will be bigger than ever this year. 
New lines being introduced in- 


clude Viking fashion bathing caps 
and Sava-Wave watertight swim 
caps. The fashion caps will be 


advertised in class women’s maga- 
vines and the watertight caps in 
¥ »men’s weekly magazines. n in- 
r vation is the packaging of the 
‘ava-Wave caps in individual 
cartons, 

To introduce the new lines to the 
press, the agents, G. 8S. Royds Léd., 
Staged a rty at the London 
Casino on Tuesday, when the new 
cape were modelled by the cast of 
“Wish you were here.” 


Kraft book half-pages 


in nationals 


Extensive me for the en- 
tire range of raft products are 
in the process of being launched. 
Half-pages have been booked in 
national and provincial newspapers. 
large spaces in magazines, and ful 
pages in the trade press by the 
a a) J. Walter Thompson 


Products to be covered include 
Kraft cheese, salad dressings, and 
tomato ketchup. 


A 
handled by the Central Office of 
Information for the General Post 
Office, will shortly start in national 
and provincial newspa 
licise the Post Office cable and wire- 
less services. 


present geometrical 
the theme—*The quickest way be- 
tween two points.” 
the reader of the existence of 13,000 


tain. 


Stimulate the use of 
cable to other countries and it is 
probable that this series will be 
continued as part of a long-term 
educative campaign. 
are C. Vernon & 


Making the public 


cable conscious 
new series of advertisements, 


rs to pub- 


Layouts of the advertisements 


variations on 


c ; 
opy reminds on 


stal telegraph offices in Great 
The campaign is intended to printed in four-colour litho. 
the “social” a 
In a list of new accounts issued 
by Hyde and Partners 
December 31 issue the name of 
John Line and Sons (Paint) was 


The agents 
Led. included in error. 


e AT A GLANCE e 


ACCOUNTS MOVING: 

J. Sears & Co. (True-Form Boot Co.), 7 and Freeman 
Hardy & Willis Ltd, to Pictorial Publicity Ltd. (large spaces 
national newspapers, magazines and London evenings); 
Rembrandt Dresses Lid. to the Robert Freeman Co., Ltd. 
(nationals and women’s magazines starting March). 

A. Cooksley & Co., Ltd., makers of Cooksley woodworking 
machinery, and Lingford’s Cozo, glucose drink, to Holman 
Advertising Ltd. 


NEW ACCOUNTS: 


Wilkin & Sons Ltd., makers of Tiptree conserves and mar- 
malades, for Saward Baker & Co., Ltd. (nationals and women’s 
magazines starting March); Lenthéric Ltd., perfumes and 
men’s preparations, London Office Machines Lid. and Mohar 
Investment Ltd. for Auld & Tilbury Ltd.; Werff Brothers Ltd., 
Midland chain of fashion stores, for the Robert Freeman Co., 
Ltd. (local weekly newspapers starting mid-February); 
Morrison Marshall & Hill Ltd., London re export cant te 
lathes and saws (industrial journals and advertising in Canada), 
and G. M. Hill & Co, (Engineers), Lid., London office of 
Belgian railway - ment manufacturers, for Sells Ltd.; 
a Stores Lt PR. campaign) for S. C. Peacock Ltd. 
(London). 


NEW CAMPAIGNS: 


Kraft (the J. Walter Thompson Co., Ltd.), large spaces in 
national and provincial newspapers, magazines and trade 
re. Palm Court fashion cottons, made by Marshall Fabrics 
Ad. (R. S. Caplin Ltd.), large spaces national newspapers, 
women’s magazines and trade press; Potter’s Maycloud dress 
fabric (Dudley Turner & Vincent Ltd.), Radio Times, women’s 
magazines and trade press; Cooper, McDougall & Robertson 
Ltd. (C. F. Higham Ltd.), national magazines, starting May; 
Imedia Creme “D” hair colouring (Arthur S. Dixon Lid.), 
large spaces in women’s magazines; Lanco watches (direct), 
roof cards on London Underground and trade press; Nivea 
cream (James M. Greenwood Advertising Ltd.), women’s and 
national magazines; Cable and Wireless Services (C. Vernon 
& Sons Ltd.), national and provincial newspapers and serious 
press; Roberts White Windsor soap (Dorland Advertising 
Ltd.), trade press; Regent (C. J. Lytle (Advertising) Ltd.), large 
spaces national press; Esso (McCann Erickson Ltd.), large 
spaces national press; Shell (Colman, Prentis & Varley Ltd.), 
large spaces national press; Viota sponge and cake mixes 
(Samson, Clark & Co., Ltd.), Radio Times, women’s magazines 
and trade press. 

Hacks cough sweets (C. F. Higham Ltd.), national and 
provincial press; Kleinerts Viking and Sava-Wave swim caps 
(G. S. Royds Ltd.), women’s class and weekly magazines. 


This is the new sales aid being 
issued for Ekco Polythene Plasta- 


It consists of a life-size cut- 
out which fits into the Plastabath. 
The copy is set in a colour pane 


Ltd. for the 
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ae: 9 2 $23 grr eers 


We've no reason for 
using this charming 
picture other than that 
we like it. Simply that. 
We hope you do, too, 
and that it reminds you 
that your plans will be 
incomplete if they do 
not include HEIRESS, 
the smart magazine for 
smart young women, 
Why not write for a 
specimen copy—to-day? 


RS so 8 ee 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4 ~- Phone: CENtral 1732-3 
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© 
GODBOLDS 


have 


4 NEW POSTS 


waiting to be filled by men with proved ability 
who can see the advantage of joining a grow- 
ing organisation. Good education, and agency 
experience on both consumer and industrial 
accounts are essential. 


i. CREATIVE COPYWRITER 


A job for a man of vision and a flair for writing press 
advertisements and all forms of sales promotion. 


2. ACCOUNT EXECUTIVE 

Preferably with experience of food trade and motor 
industry, who is able not only to discuss advertising 
proposals but to get on with them; a man who can 
initiate schemes and supervise the details as well. 


3. GOOD ALL-ROUND ARTIST 
First-class man with good sense of creative layout and 
capable of a high standard of finished art work in 
black and colour. 


4. PRINT BUYER 

Experience of print preparation, production, and 
typography and knowledge of reproduction by the 
various processes, 


Applications in writing only, in first 
instance, without specimens. Full 
details, please, giving age, experience, 
type of work handled, and salary re- 
quired. Mark envelope “‘ Appointment 
No. —” as appropriate. 


GODBOLDS LIMITED 
GENERAL BUILDINGS - ALDWYCH - W.C.2 


— 


—— 


— 
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Resorts plan to 
publicity 


The need for greater expendi- 
ture on tourism and holiday 


| publicity is exercising the minds 


~ 


| of local authorities and bodies in 
| various parts of the country. 


To celebrate the centenary of 
George Borrow, of “Wild Wales” 
fame, next year, the Welsh 
Tourist Board is to prepare a 
, ?—— brochure of his tour of 

Principality. Another bro- 
chure will show the chief castles 
in Wales. 

The Hastings and St. Leonards 
Hotels and Boarding Houses 
Association has decided, for the 
first time, to support the town’s 
auxiliary advertising scheme and 
has sent a donation of 20 guineas. 
At the same time the Association 
will continue its own advertising 
scheme, which was reported to 
have brought in £350 worth of 
business the preceding year. 

The Isle of Wight Publicity 
Council has received £1,502 in 
response to its appeal for funds. 
The Council are considering 
making a talking film of the 
Island in holiday time. 


Creative end of 


direct mail 


At last week’s meeting of the 
British Direct Mail Advertisin 
Association in London, a pane 
of four experts answered ques- 
tions from members on “The 
Creative End of Direct Mail— 
The Approach.” 

The panel, whose chairman 
was H. L. Clarkson (S. H. Ben- 
son Ltd.), consisted of N. A. 
Cameron (Block & Anderson 
Ltd.), Alan Martin (British 
European Ajrways), OD. 
Tibbenham (Tibbenham Pub: 
licity Ltd.), and Lloyd Williams 
(Direct Mail Centre Ltd.). 


JANUARY 14, 1954 


spend more on 


Obituary 


Jeanne Flower 


Miss Jeanne Flower, advertise- 
ment manager for 20 years of Guild 
Gardener, the journal of the 
National Gardens Guild, has died 
aged 43. Miss Flower had been 
with the Guild for nearly 25 years 
and was secretary of the - ay 
tion. -_ Pog = ake 
member Publicity Club of 
= 
_ Miss Flower had a keen interest 
in prison garden week and organised 
lectures and demonstrations in 
risons throughout the coun 
She also arranged trips to the bu b 
fields of Holland and was awarded 
the Arnhem Medal “in recognition 
of her services to foster Anglo- 
Dutch relations.”” She was descri 
by the. Burgomaster of Amsterdam 
as “one of _ Britain’s best 
ambassadors.” 


Selling time on 
the tube 


A limited campaign is to be 
launched for Lanco watches using 
roof cards on the London Under- 
ground. This medium has been 
chosen because ‘“‘the travelling 
public is a time-conscious public 
among which the purchasers of 
watches are most likely to be 
found.” 

Trade press advertising headed 
a don’t we advertise Lanco 
watches to the public?” points out 
that for a long time the demand 
for Lanco watches had been more 
than could be met. The new 
scheme is designed to help the 
comparatively inexperienced buying 
public in their choice. ; 

The copy continues: “This will 
be no hard-selling campaign. Its 
purpose will be to encourage selec- 
tive buying, rather than to stimulate 
mass sales. It is just one further 
Stage in cementing the relationship 
of confidence which exists between 
ourselves, the trade, and the watch- 
buying public.” The advertising is 
handled direct. 


LEGAL AND GAZETTE 


WILLS 


Wuttam Gorpon Tucker, of 29 Park 
Avenue, Caterham, Surrey, formerly of 
Winterstoke Gardens, N.W.7, for over 
30 years sales manager of Spottiswoode, 
Ballantyne & Co., Lid., printers and 
lithographers, and previously advertising 
manager of the Monotype Corporation, 
left £7,355 148. 3d. gross, £7,307 6s. 9d. 


net. 

Wiitam Henry Sronenouse, of 
Hendon Hall Hotel, London, N.W., 
formerly of 9 Brampton Court, Hendon, 
managing director of The Outfitter 
(London) Ltd., aged 57 years, left 
£7,347 18s. 10d. gross, £6,293 6s. 9d. net 


| value 


Agtaux GerorGe Brienace, 
Pampisford Road, Croydon, Surrey, 
formerly of Finedon, 69 Shirley Drive, 
Hove, Sussex, proprietor and editor of 
Public Opinion from 1925-50, and pre- 
viously of The Court Journal, left 
£16,235 198. 10d. gross, £15,891 19s. 2d 


NEW COMPANIES 


& Buss Lid. 103 
Street, E.C4, Industrial and public re- 
lations consultants. Nominal capital £100. 
Directors: Mrs. D. Bryant, J. L. Bott, 


H. J. Wells 

Watman Publications Lid. Nominal 
capital £3,000. Directors: Margaret A. 
Leach, Hurst Lea. Albury Heath, nr. 
Guildford, and A. L. Watson. 

Rugeraft Lid. To take over busincss 
of newspaper and magazine 


Cannon 


and publishers carried on as “‘Rugcraft’’, 
by Patons & Baldwins Ltd. Nominal 
capital £100. Directors: P. A, Wright, 
J. S. Bullimore, F. H, ao W. A. 


R. Proctor, 

t telson and J, B. 

More O’Ferrall & Pickawd Ltd. Advert- 
ising agents and contractors, bill posters, 


designers and painters of advertising signs. 
Nominal capital £100. Subscribers: G 


mercial artists and advertising and pub- 
" inal capital £100. 
. S. Wood and Celia P. 


) Ltd, 23 
John’s Road, 

&. Proprietors, printers and pub- 
lishers of technical and other magazines, 
journals, newspapers, cic. Nominal! 
capital £200. irectors: W. E. Johns, 
Park House, Hampton Court. 


CHANGES OF ADDRESS 
Boulter Publicity Lid. to White- 
Princess Street, 


Lintas Information Services Ltd. to 
my Oy 
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APPOINTMENTS VACANT 


account 


executive 


and Assistant 


wanted by industrial and 
@ = technical Advertising 
Agency (I.P.A.). An 
interesting career with 
sound prospects. Pension 
Write in 
confidence to 


scheme. 


Box 6355 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT ADVERTISEMENT MANA- 
GER, age 30-35, required by Apver- 
TISER'S WeeEkLy. Must be a first-class 
space salesman. Obvious prospects for 
the right man. Applications, which 
will be regarded as strictly confidential, 
should be addressed to General 
Manager, 180 Fleet Street, B.C 4. 

FOREMAN SCREEN PRINTER with 
sound knowledge of wade wanted 
immediately. Good wages paid to right 


man, 
Box 6439 Ad. Weekly 180 Fleet St EC4 


The ‘Prestige’ people require for their 


ADVERTISING STUDIO 
ARTIST 


whe can produce ideas, layouts and finished 
troughs for ke folders, 9 

advertisements and ‘display moterial He 
must have @ good design and colour sense 
The studio handles a great variety of work 
and offers unlimited scope to the right man. 


Write to Advertising Manager 


PLATERS & STAMPERS LIMITED 
14-18 Holborn, London, E.C.1 


PRINTING OFFICE ORDER CLERK 
required for East Africa. Work entails 
interviewing customers, making out 
works instructions, and checking progress. 
General knowledge of Letterpress and 
Lithography important, Starting pay 
and allowances £900 per annum. Home 
leave with pay after four years. Pro- 
vident Fund. Write giving details of 
training, experience, married State, etc., 
to Davis & Soper Ltd., 52 & $4 St. 
Mary Axe, London, E.C, 3. 


LETTERING LAYOUT 
ARTIST 


We now require another first- 
class lettering layout artist for 
our Norwich studios. Write 
giving details—age, experience, 
and salary required. 


WILLSMORE and TIBBENHAM 


nod a, a, 


GENERAL ARTIST REQUIRED with 
at least five years’ practical experience. 
Must be capable of producing finished 
artwork to a high standard, including 
retouching and general artwork for all 


classes of press and printed advertising | 


material. Figure work useful but not 


Full details, age, experience 


| 


RATES: APPOINTMENTS VY. 
APPOINTMENTS WANTED, x per 
classifications, 4s. per line, 45s. 
charge, one line plus 9d. covering postage, 
advertisements under seven insertions MUST Ae PREPAID. 
Weekly,” 180 Fleet Street, London, E.C.4. 
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per dapay “panei Inch, Minin, 3 tines i+ 4 
Series 


per display panel inch. 


application: alll 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 
made of the Ministry of Labour or a 


mploy t, is pted from the 
Netaenion of Vacancies Order 1952." 


AN OPPORTUNITY of a LIFETIME 
to a GO-GETTER 


who has experience of selling space or 
Age between 30-40. 
The job is in the Provinces. The com- 
mencing salary is £1,000 per annum plus 
commission. Should eventually be worth 
£3,000 per annum to successful applicant, 
who must possess Outstanding Ability. 


Write 
Box 6435 Advertiser’s Weekly, 180 Fleet Street, E.C.4 


films and display. 


ASSISTANT SPACE 


YOUNG ADVERTISEMENT REPRE- 


SENTATIVE required, established 
Photographic monthly. Write = full 
particulars to Box ton Reynells, 44 
Chancery Lane, W.C. 


cat-out 
material, ete. 
producing modern saleable ideas. Ex- 
cellent salary according to ability. 5- 
day week. Write, with details of ex- 
perience, etc., to 

Box 6366 Ad. Weekly 180 Flect Si EC4 
BUYER /EXEC- 
UTIVE wanted by medium-sized West 
End Agency. Good epening with bright 
prospects for energetic young man with 
some agency experience Write giving 
details of age, experience, etc., to 
Box 6440 Ad. Weekly 180 Fleet St BC4 


| CAPABLE YOUNG PERSON (male or 


female) with ability to prepare layouts, 
showcards, etc., required for respons- 
ible position in large Manufacturing 
Company, Kings Cross, London, N.1. 
Reply with full particulars to 

Box 6346 Ad, Weekly 180 Fleet Si BC4 


PHOTO LITHO REPRESENTATIVE for 


London Office of expanding house with 
reputation for quality work. Excellent 
prospects and terms for experienced man 
with good connections. Write in con- 
fidence, Beric Press Limited, Crompton 
Way, Crawley, Sussex. 


LONG-ESTABLISHED ENTERTAIN- 


MENT Trade Journal requires Adver- 
tisement Manager with proved selling 
ability. Offers some tough assignments 
but excellent prospects for right appli- 
cant. 

Box 6406 Ad. Weekly 180 Fleet St BC4 


‘ 


TYPOGRAPHER 
Wanted 


A really first-class TYROGRAPHER wanted for 
the Promotion Department of a leading London 
Publishing House. Applicant must have all- 
round experience and some knowledge of 
advertisement layout presentation. 
position offers excellent opportunities for the 
All applications will be treated 
with strictest confidence. 
supply details of age, experience, qualifica- 
tions and salary required to: 


right man. 


Box 6422 
Advertiser's Weekly 180 Fleet St 


The 


Please write and 


London EC4 


Phand your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS Hid 


Bg gt & EA, OR 


BIRMINGHAM 


ADVERTISING AGENCY 
requires 


FIRST CLASS 
PRODUCTION MAN 


capable of taking complete 
control of department. Must be 
fully experienced in press and 
print production, adaptations, 
etc. Good salary. Five-day 
week. Pension scheme. An 
excellent opportunity for a 
conscientious, ambitious man, 
young or old. (Our staff know 
of this advertisement). Write 
in confidence to Managing 
Director, 

: Box 6432 

Ad. Weekly, 180 Fleet St., E.C.4 


REPRESENTATIVE 


FIRST-CLASS RETOUCHER required. 


Only those fully experienced need 
apply. Write, stating age, experience 
and salary required, t Samson Clark & 
Co., Led., 57-61 Mortimer Serect, 


London, W.1. 

REQUIRED by Bx- 
hibition/Display contractors to handle 
basically Black and White and Coloured 
phowgraphic work. Applicants must 
have own connections in this type of 
production, but the man appoinied will 
be handed over existing accounts. Tele - 
phone for appointment w ARC 1178 
asking for Mr. Wallis, Top grade 
remuneration available for top grade 
man. 


A COPYWRITER 


with not less then 3 years’ agency ex: 
perience is required fo: work upon @ variety 
of accounts. Please write in confidence, 
without specimens, but seting age, ex: 
perience in detell and salary required, to: 


The Managing Director: 
GORINGS LIMITED 
72-78 Fleet Street, EC4 


PRODUCTION, 


Young Man required 
for London Agency. Must have good 
knowledge of Blocks and Typesetting 
and be able to handle a number of 
Accounts, Five-day week and good 
salary Write, giving full details 
including salary required, to 

Box 6410 Ad. Weekly 180 Fleet St BO4 


VACANT 


Man with knowledge of rural 


circulation pr ti dad for 


national weekly journals. 
salary and immediate prospects 
Preference to applicants between 
30 and 40 and with experience in 
handling outside representatives 
Replies in confidence with indication 
of salary needed to live in London. 
Box 6423 
Advertiser's Weekly 180 Fleet St EC4 


| 
PRODUCTION EXECUTIVE 


413-413 per week 
ARTIST. 


required 
for Agency situated in London, Must 
have first-class knowledge of Process 
work and typefaces and be capable of 
handling first-class ature. 
Write fully, os age, experience and 
salary expected, 

Box 6409 Ad. Weekly 180 Pleet St BOA 

for 


. WC. area, S-day week. 
Write 


Box 6405 Ad, Weekly 180 Flee: St BC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Experienced 


PRODUCTION 
MAN 


Required by medium size 
Agency to handle a number of 
accounts at client level. Mail 
order experience essential. 
Knowledge blocks and capable 
of own type mark ups. Accurate 
records. Write giving experience 
and salary required 

Box 6339 
Advertiser's Weekly 180 Fleet St EC4 


CAPABLE MAN OR WOMAN required 
as Advertising Manager to fashion chain 
more organisation with London Head 
Office. Previous fashion wade experi- 
ence essential, Progressive opportunity 
w emergctic applicant. Write fully, 
age, experience and salary expected, to 


Box | T.B.750, AR. ae 
oe Shaftesbury Avenue, 


CLASSIFIED Sat ald 


APPOINTMENTS VACANT 


The engagement of persons answering these _ advertisements must 
be made through a Local Office of the Ministry of Labour or a S 


January 14, 1954 


APPOINTMENTS VACANT 


Display | Exhibition Studio 

pom all-rounder required for shove in 
. Must be experienced (from 

yond to working drawings) and capable of 

handling jobs right through, including 

supervision. 5 day . write: 
Chief Designer 

Replicards ttd., 407/9 Horney Road, 1.19 


SILK SCREEN. An intelligent and 
creative applicant who is fully capabic 

managing a silk screen unit required 
by an internationally known Boot and 
Shoe Manufacturing Company in 
Canada, Paid passages and good salary 
tw the right applicant. Apply in own 
handwriting, giving full details of 
experience, 


to 
Box 6421 Ad. Weekly 180 Fleet St BC4 


ALFRED BATES & SON 


REQUIRE THE FOLLOWING ADDITIONAL STAFF 


2 TRAFFIC MEN 


Age 23 to 28 required immediate- 
ly for busy department. To work 
closely with Account Executives 
and Departmental Managers. 
Production experience essential. 
Must be able to control flow of 
work to meet press dates. Write 
or phone. T Manager. 


LAYOUT MAN 


A good position for an agency 
trained, really experienced “e 
able to produce every ty / deal 
rough toevery standard of 
including figure), working on 
is own i and on those 
of copy/ideas group. Write or 
phone. Creative Manager. 


COPYWRITER 


Excellent opportunity for young copywriter/visualiser with ideas 
and initiative. Age under 25 — agency experience essential. 


Write or phone. Copy Chief. 


require an advertising 
20-25, 
copy, assist in proof reading and handic 
display work under supervision. 
week, 
Restaurant. 
age, experience, to Personnel Manager, 
Parke, 
Staines 


assistamt, age 


He will be required to write 


$-day 
Generous pension plan, Staff 
Write, with full details of 


Davis & Company, Limited, 
Road, Hounslow, M x. 


Lytle’s want 


2 layout men 
with outstanding ability 


We want men with brilliant layout technique and a 

modern approach ; at present working on national 

accounts in an important London agency ; capable of 

leading a small group and of earning the high salary 

we are offering. If you are all these things get in 
touch with ; 


The Art Director 
S. J. LYTLE (ADVERTISING) LTD. 
2-3 and 4 Dean Street, W.1 
Telephone: GERrard 8646 


130 FLEET STREET, EC4 ~- Phone CENtral 8831 
PARKE, DAVIS A COMPANY, TECHNICAL WRITER required by large 
u » Manufacturing Chemists, precision instrument company with 


offices in Leyton 
be familiar with 


Applicants should 
industrial instruments 
and able w write technical and sales 
catalogues. The position can be pro- 
gressive for the right man and the 
initial salary would be commensurate 
with experience. Applications, which 
can be made in the strictest confidence, 
giving full details of experience, age 
and salary § required should be 


addressed to 
Box 6412 Ad. Weekly 180 Fleet St EC4 


SPACE BUYING 


Young man (or woman) age 20/25 
wanted to take charge of Space 
Buying in Medium-sized Agency 
(R.P.A.), Central London. Should 
have experience in Agen 4 bao 
Dept., be accurate with figures, 
like taking initiative and 
responsibility. This is a growing 
Agency, with lots of opportun- 
ities for promotion. Our 
have been advised. Write: 


Box 6455 
Advertiser's Weekly 180 Fleet St EC4 


WHITELEYS 


ADVERTISING DEPT. 
REQUIRE 


fully experienced in Retail Store 
Press Advertising. Capable of 
preparing finished bold effective 
layouts and carrying out pro- 
duction to final stage. 


ASSISTANT PRODUCTION MAN— 
with sound knowledge of layout 
and all reproduction processes. 


CATALOGUE PRODUCTION MAN— 
with experience of Retail Store 
Catalogue work and the ability to 
plan and produce catalogues from 
visual to printed stage. 


PUBLIC RELATIONS— 

Male or Female. Experienced in 
Public Relations work with Press 
and Periodicals. To form Editorial 
and News section. Must have 
flair for journalism and knowledge 
of merchandise. 


These are permanent, well . 
progressive positions. taff 
Canteen and liberal discount on 
purchases in the Score. 


Applicationsin strictest confidence to: 
THE STAFF CONTROLLER, 


WILLIAM WHITELEY LTD., 
QUEENSWAY, LONDON, W.2 


AD 


. Large industrial organi- 
sation with Head Offices in Sheffield 
offer interesting work to an experienced 
advertising department or agency 
trained man (aged 28-40) w control a 
group of accounts. Some knowledge 
of technical advertising essential. This 
is a progressive and pensionable post 
offering excellent prospects for the right 
man, Applications outlining experience 
and stating salary expected to 
Box 6491 Ad. Weekly 180 Fleet St BCA 


ASSISTANT LEADER-W (man 
or woman) wanted for local government 
weekly periodical. Leader-writing and 
reporting experience on local government 
or allied topics essential, Trained per- 
sons only need apply. 

Box 6442 Ad. Weekly 180 Pleet St BC4 


VISUALISER/ 
LAYOUT MAN 


wanted by small but omnens 
London agency. Mostly indust 
accounts, Some finished work 
would be desirable but not es- 
sential. Five-day week and pleasant 
——- relations. Good salary 

good work and opportunity 
to become art director. 


Write full details to 
Box 6468 
Advertiser's Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


DTV 


require an ART. PRODUCTION 
JUNIOR able to produce, under 
direction of group visualiser, accurate 
routine artwork, and having sufficient 
typographical knowledge for marking 
up straight-forward settings. Previous 
agency or studio experience essential. 
Write stating experience and salary 
required to 
Art Director 
Dudley Turner & Vincent Limited 
19, Buckingham Street 
Adelphi WC 2 


-KEEPER required for Advertising 
Agency in S.WA district. Hours 9,30 
to 5.30, no Sats. 
experience. Phone 
MACaulay 3481, 
Hardy Led., 18 Old Town, SW. 


FIRST CLASS VISUALISER 
An opportunity exists with London Agency 
for First Class Visualiser who is also capable 
of producing finished —. The accounts 
are Technical and # good salary is offered 
to successful applicant. Write AX, toi— 


Box 6408 
Advertiser's Weekly 180 Fleet St EC4 


ART EDITOR wanted for big circulation 


full-colour women’s weekly magazine. 
This is an important position a a 
man with wide experience of 

layout and able to oun staff. hooie 


cations in confidence 1 
Box 6441 Ad. Weekly 180 Fleet St BCS 
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JANUARY 14, 1954 


APPC'NTMENTS VA ANT 


LEADING AUSTRALIAN 
ADVERTISING AGENCY 
has an immediate vacancy for an 


ART DIRECTOR 
and 
VISUALISER 


We want a first class man, experienced 
in layout and visualisation, whose work 
shows both originality and clear think- 
ing; a creative man who can put ideas— 
ours and his—on paper. He need not 
do finished work past the ‘client-rough” 
stage, but will supervise the work 
from local freelance artists, letterers 
and typographers. 


The job is in Adelaide. 


SALARY 
We are very willing to pay top 
market value. 


HOW TO APPLY 


Write to “Visual”, G.P.O. Box 1439-k, 
Adelaide. Give a summary of your 
career until now and a list of the best 
known products and campaigns you 
have worked on. State yourage. Send 
samples of work—with details of what 
portionoffinished jobis applicant's work. 


Pleasedon't waste your time and ours un- 
less you consider your work outstanding. 


ALAN A. MARTIN & SON 
ADVERTISING SERVICE, ADELAIDE 


For further particulars, those interested 
may phone or write, Mr. Harold Lewis, 
+ got ‘Parents’, 149, Fleet Street, 
<4 CENtral 995i 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISEMENT 


creative 
visualiser 


with agency experience behind him— 
and a future in front of him, 
able to tackle with equal enthusiasm and 


imagination all kinds of 


advertising from biscuits to boilers. 


MANAGER 
Required 


for English daily and weekly news- 
papers in British Colony. Should be 
aged about 30 to 35. Starting remuner- 
ation £1,500 per annum with prospects 
of improvement. Apply in writing, 
stating age, marital state, and with 
details of training and experience and 
copies of references to 


Box P. 119 
c/o Streets, 110 Old Broad St., E.C.2 


PROGRESSIVE STUDIO (Pileet Street 
area) requires extra permanent staff: 
(a) Technical Artist able to work from 
Blue Prints; (6) General Artist for lay- 
out, finished lettering and retouching. 


Write, stating age, particulars of twain- 
ing, experience and salary required, 
Box 6419 Ad. Weekly 180 Fleet St BOS 


MAN, experienced in industrial publica- 
tions and public relations, preferably 
knowing personnel management, re- 
quired to conduct publications depart- 
ment of industrial organisation in 
London. Capable of taking charge of 
department eventually. Starting salary 


not less than £500. Pull details to 


Box 6372 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS 
LETTERING ARTIST 
also EXPERIENCED 


GENERAL ARTIST 


STUDIO SEVEN LTD. 


47 RED LION STREET, W.C.! 
HOL 9357 


STUDIO BOY required by a Mayfair 
Opportunity to 
learn and progress in creative advertis- 


advertising agency. 


ing. Phone: MAYfair 4847. 


ARE YOU A slick, experienced general 
artist? We have a permanem post for 


the man who suits. Ay -- or phone 
for appointment, A.P 
Gray's Inn Road, WEL 
1184/5. 


Studios, 352/4 
TERminus 


EXPERIENCED 
COPYWRITER VISUALISER 
Wanted for Promotion Depart- 
ment of Provincial newspaper 
office. Advertising agency and/or 
journalistic experience valuable. 
Scope for man with initiative. 


Write giving details of education 
and experience and forwarding 
specimens to:— 


Box 6466 
Ad Weekly 180 Fleet St EC4 


Applications for an interview with 
the Art Director should 
be addressed in the first instance to: 


The Personnel Director 


John Haddon & Co. Ltd. 
Salisbury Square, London, E.C.4 


“CHESHIRE LIFE,” Monthly Magazine, 
The Leading County Journal, requires 
an advertisement representative to work 
in Manchester, Liverpool, Lancashire 
and Cheshire. He should be about 30; 
have some suitable experience; be 


YOUNG ARTIST required, good at 
lettering and layout, Some agency 
experience. Swdio Manager, 
MAYfiair 7571. 


First-Class 
FREELANCE 
ARTISTS 


required by 
London studio working for top 
Advertising Agencies. 


Box 6486 
Advertiser's Weekly 180 Fleet St EC4 


equally at home with Managing 
Directors, Space Buyers and Advertising 
Managers; very healthy and a car driver. 
The position offers steadily expanding 
scope to a man with initiative who 
values working independently. Write, 
describing experience and qualifications for 
and stating remuneration required. 
Replies marked ‘“Confidential’’ to 
Managing Director, The Whitethorn 
+ om Lid., Philips Park, Manchester, 


W. M. de MAJO A National 


has vacancy for 
GENERAL ASSISTANT 
DESIGNER 


with distinct flair for 3-dimensional 
design. Must be able to prepare 
colour visuals and accurate working 
drawings for Displays, Exhibition 
and Industrial Design. Some know- 
ledge of typography and ex- 
perience with production prucesses 
in print, plastic, wood and metal 
essential. A permanent interesting 
opening for imaginative, keen and 
industrious man. In first instance 
send specimens, brief details of 
experience, and salary required to: 


its London headquarters. 


English. 


salary required to 


Agency. Previous experience and copy 
typing essential and able to work with- 
out supervision. Ordering of blocks an 
advantage. npn P m writing, stating 


age, x lary required, to 
Box 64 Ad. Weekly 180 Flest Se BCA 


Publicity Posts 


First Class Men 


newspaper organisation has two 
important vacancies in the Publicity Department of 
They are for :-— 


A first class Copy and Ideas man, sound and 
original, with a command of crisp, convincing 


A first class layout man with an understanding of 
good illustration and typography as well as a flair 
for vigorous modern presentation. 


Applications are invited only from men of out- 
standing ability, preferably with agency experience 
and not over 35 years of age. 


Write in confidence giving details of career and 


Box No. T.P.087 
10 Hertford Street, London, W.! 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS. VACANT 


> 
> 


A LARGE LONDON FIRM 


of trade and technical 
publishers have a vacancy 
for a 


TYPOGRAPHER 
and 
LAYOUT ARTIST 


in the production department. 
Should be fully experienced 
in editorial page layout in 
colour letterpress and 
gravure, journal cover and 
book-jacket design, and 
re-styling of journals. Must 
have thorough understanding 
of printing and blockmaking 
processes and production 
procedure. Wide scope for 
suitable man. Write in own 
handwriting, giving full 
details of training, ex- 
perience, age and salary to: 


Box 6489 
Advertiser's Weekly 180 Fleet St EC4 


100 


CLASSIFIED ADVERTISEMENTS 


engagement of persons answering these advertisements must 
through a Local Office of the Ministry of Labour or a Scheduled Employment 


JANUARY 14, 1954 


APPOINTMENTS VACANT 


INTERTYPE OPERATOR required by 
British firm in Hast Africa, Pay and 
allowances total £75 per month, Passage 
out paid, Four-year contract, Write, 
with details of training and experience, 


age, married sate, cic, to Davis & 
Soper Lid., 52 & 54 St, Mary Axe, 
London, B.C.3. 


ADVERTISEMENT 
REPRESENTATIVE 


fg ve by provincial newspaper group 
for their office. 


State age, ex- 
perience and salary eupeded. 


Box 6444 
Advertiser's Weekly 180 Fleet St EC4 


ye we tt lt TF, 4 
or 


is 
Notification of Vacancies Order 1952." 


the provisions of the 


PRODUCTION MAN 
REQUIRED 
@ At least 5 years’ Agency 
experience 


@ Must be meticulously 
accurate 


@ Particularly capable of hand- 
ling detailed Export Account 


@ Sound knowledge of print 


Write stating salary required to:— 
Personnel Manager, 


John Tait & Partners 


ART-BUYER 


ARMSTRONG-WARDEN LTD. 
require a young go-ahead 
man, who knows where and 
how to buy good artwork, 
whether for ‘bread and 
butter’ jobs or important 
national campaigns. He must 
also be able to organise 
efficiently the administrative 
side of his work. 


Write fullest details of experience to:— 
The Secretary, 
ARMSTRONG-WARDEN 


LTD., 
69, New Oxford Street, W.C.I 


THE BRITISH BATA SHOE CO., LTD., 
have a vacancy for an Artist to work 
with their Window Display Staff to 

Excellent 

prospects for a man who has designing 

and creative ability to produce good 

Contributory 

pension scheme. Accommodation avail- 


prepare prototype displays 


display background, etc. 


able in Staff Hotel for single man. 
Apply Staff Manager, East Tilbury, 
Essex. 


PRODUCTION 
MANAGER 
Press and Print 


For small but expanding London agency. 
5 day week, capable and intelligent man, 
24-40, agency trained. Keen typographer 
Salary according to experience. Fine oppor: 
tunity for rapid advancement for loyal and 
enthusiastic worker. 


Box 6469 
Advertiser's Weekly 180 Fleet St EC4 


COPY DETAIL man required immediaicly 
for old established but small London 
Agency. Careful attention w detail in 
a variety of work absolutely cssential 
Good salary for the right man. Write, 
fully stating experience, age, ete. 
Replies treated in strictest confidence. 

Box 6334 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHER 


with experience on press advertising and 
print required by medium sized London 


agency (A). in general he will be 
ployed advert design over 
range of Age pret y ebout 


30. Write stating experience, starting salary 
expected, and age to: 
Box 6479 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION, Young man required 
i] iatwely for d sized London 
Agency. Must have good knowledge of 
process work, typesetting and print 
ction. Agency experience essential. 
S-day week, Write, sating age, experi- 


ence and salary required, to 
Box 6461 Ad, Weekly 180 Fleet St BC4 


MALAYAN NEWSPAPER GROUP has 
vacancy for keen and competent young 
photographer with experience of maga- 


zine work, Must be bachelor. Three- 
year contract on basic salary $700- 
a month plus allowances of $250-a 


month, Six months’ paid leave on com- 
pletion of three years’ service. Passages 


cach way. Applications, stating quali- 
fications, with specimens of work, to 


Box 6370 Ad, Weekly 180 Fleet St BC4 
TYPOGRAPHER WANTED in London. 
Write giving qualifications and salary 


required, 


Box 6453 Ad, Weekly 180 Fleet St BC4 


ADVERTISEMENT 
REPRESENTATIVE 


experienced in selling space to hotels, 
required for sole representation of Cornwall, 
N. Devon, Somerset, Gloucester, Wye 
Valley and S$. Wales. Media consist of 
holiday guides and specialised magazines 


Selary, exp and « r Write 
in confidence giving age and details of 
experience to: 


Box 6488 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY AND MODEL MAKING 


Ld 


FIRM (London) require immediately 
fully experienced and active foreman. 
Must have wide knowledge of high 
class joinery work, painting, metal 
work and plastics and be able to control 
stores and complete production. Full 
particulars with application to 

Box 6437 Ad. Weekly 180 Fleet St BC4 
FIRST-CLASS LETTERING ARTISTS 
required. Phone or call, Mr. Harmer, 
29 Kingly Street, W.1. GRO 5752. 


VISUALISER 


who is particularly strong on figure 
work required by London agency 
(IPA) serving the most important 
range of industrial accounts, in- 
cluding National advertisers, in the 
country. Right man will be between 
25 and 35, with at least 5 years’ 
agency experience. He will join 
a happy team and enjoy unusually 
good working conditions. Five- 


day week and pension scheme. 
se 


Write giving brief details of age, 
experience and starting salary to 
Creative Director. 


Box 6478 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO ACCOUNT EXECU- 


TIVE, young man required by old 
established personal service agency. 
Must be keen and able to create 


Original copy ideas, Please write fully, 
Stating salary required to R. H. Punter, 
Esq., Holman Advertising Litd., 11 
Bedford Square, W.C.1, 


MARKETING 
EXECUTIVE 


required by Pharmaceutical 
house to handle development 
and sales promotion of group 
of toilet products. Applicants 
must have a thorough know- 
ledge of distribution and 
consumer selling and be con- 
versant with modern methods 
of market investigation, pack- 
aging, costing, merchandising 
and —— The position 
calls for a man with drive and 
imagination. Actual selling 
experience an advantage. Age 
30/40. Write giving full par- 
ticulars of qualifications and 
business record to 


SALES DIRECTOR 


Box AW 880, LPE, 
HO, St. Martin’s Lane, W.C.2. 


ASSISTANT FOR 
ADVERTISING DEPARTMENT 
of Trade Publications. Vacancy exists with 
prospects for a young, keen and enthusiastic 
worker. Experience of office work, including 
copy chasing, proof routine, make-up, etc., 
essential. Write giving age, experience and 
special qualifications to: 


Box 6476 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY 


wanted by Advertising 
Agency Director. Position calls for 
complete efficiency and ability to “hold 
the fort” in his absence. Write in 
confidence, stating salary required, to 

Box 6484 Ad. Weekly 180 Fleet St BC4 


ASSISTANT EDITOR 


wanted by eee PUBLISHERS 
Main i are k ledge of photo- 
graphy and flair for good technical enn. 
Apply giving full particulars and present 
salary to: 7 


Box 64560 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST. 


AN 


Young, good figure work, to 
assit illustrator in Studio. 

Box 6436 Ad. Weekly 180 Fleet St BC4 
EXCELLENT OPPORTUNITY for 
space salesmen, London area only. £15 
to £20 per week casily earned. Write 
Stating age, experience, and addresses 
of two referees. 

Box 6431 Ad. Weekly 180 Fleet St BC4 


ENERGETIC ASSIST- 
ANT wanted as right-hand man to 
Production Manager of expanding 
Advertising Agency. Experience in 


| 


Agency Production department essential. 
Write, giving age, experience and salary 
required 

Box 6452 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS SPACE SELLER required 


to obtain 

well-known 
Remuneration 
=. 


Industrial Advertising for 

established journal. 
commensurate with 
Pull details of A ~ pene age, 
in strict confid. 


Box 6485 Ad. Weekly 180 Pleet St ECS 


old 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


JUNIOR 
LAYOUT ARTIST 


with interest in typography required by 
medium sized London agency to work on 
adaptations and mark-ups. Light comfortable 
studio, five-day week, pension scheme, 
etc. Write stating age, experience and 
starting salary required to: 


Box 6480 
Advertiser's Weekly 180 Fleet St EC4 
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JANUARY 14, 1954 


APPOINTMENTS VACANT 


COPY-IDEAS MAN 


We require a copy-ideas man with 
sound agency experience. Able to 
write convincingly and attractively 
around his own and other people’s 
ideas, and to produce reasonable 
scats—not finished layouts 


He should be a good administrator, 
able to help with the detailed hand- 
ling of accounts. Client contact at 
top occasionally be 
necessary, so he should have an 


level will 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


EXCEPTIONAL 
OPPORTUNITY 


is offered first-class firm to secure 
services of Top Level Advertisement 
Representative having proved 
selling record and sales manage- 
ment. Position must offer excellent 
prospects of large earnings in four 
figure class on Salary-Expenses 
Basis. Advertiser has ability and 
initiative to obtain own media if 
this is desired and is used to 
procuring large advertising support 


——_——. 


PUBLICITY 
MANAGER 


Good all-round experience — home 
and overseas —in responsible posi- 
tions. Age 35, seeks new post of 
responsibility 
LONDON AGENCY 4 years, 
position-copy, layout, 
Technical Advertising. 
OVERSEAS. Manager of Publicity 
and service department of Rritish- 


junmtor 
Production 


owned newspaper out East 
U.K. Manager of laree creative ad- 
vertising department of « London 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIE 


@ TO PUBLISHERS 


Sole of London Advertisement representation 

required, Trade ot Specialised Journal, com 

Mission basis, extensive experience, eacellent 

record and credentials Phone UPLands 

7908. A, Bernard, 27 Grove Wood Hil, 
Coulsdon, Surrey 


A PUBLISHING HOUSE 
offer £5,000/£10,000 for the outriem 
purchase of, or controlling interest in, 
a financially sound and well-cswblished 
Trade Journal 
Box 6325 Ad. Weekly 180 Pieet St BCS 

WELL-KNOWN PUBLISHING HOUSE 
wishes purchase established Specialin 
or Trade Monthly, or wanld consider 
management on commission basis, Write 
Box 666, Reynells’, 44 Chancery Lane, 


is prepared to 


. ss for reputable publication publishing firm w.c2 
understanding of ot + in = Sex 6482 Box 6483 DISPLAY CONSULTANTS wish to 
its aspects an goo Advertiser's Weekly 180 Fleet comact a small but first-class firm who 
eppeerance Advertiser's Weekly 180 Fleet St EC4 ’ St EC4 can gern ow displays to specification in 


all materials N. London preferred 


=F ii , SECRETARIAL AND OFFICE STAFF. JOB IN) PUBLICITY interesting and Box 6445 Ad. Weekly 180 Fleet St bC4 
This isa position with good prospects We introduce efficient candidates for gt wanted by young lady, 28. 
all vacancies, Consult Embassy Bureau, fee February, Varied experience in- 
in a growing agency. Superannua- Excel House, Whitcomb Street, cades Secreusy t Manesinn Séieer FREE LANCE SERVICES 
tion scheme W.C.2. WHiltehall 5924 national newspaper, illustrating and — — — 
TOP FLIGHT PRODUCTION /PRINT Public Relations, Present salary £520. 

, BUYER OR GENERAL MANAGER Bos 6416 Ad. Weekly 180 Fleet S BOS OPYWRITING 
Write stating experience, accounts you secks change, complete knowledge of POST IN JOL RNALISM/ADVERTISING tes c leaden journalist,  freclenciag 
have worked on, age and salary A, mechanics and agency pro- —~ pe Eg man, experi- eotiondl proce ond 1, bat wath Gbantbinn 
required to :— Box 6459 Ad. Weekly 180 Fleet St EC4 Box 6428 Ad. Weekly 180 Fleet St BC4 interest in Advertising, accepts copywriting 


assignments and advises on copywriting 


MAN, EDUCATED, MIDDLE-AGED, | RIGHT-HAND WOMAN (aged = 28, problem) 
General Manager: good organiser, experienced office Exec./P.A./sec. background) seeks Box 6481 
routine, accounts, P.A.Y.E., correspon- appreciative employment of extra attri- , x 
REX PUBLICITY SERVICE LTD. dence, interviewing, seeks clerical butes, e.2., real responsibiliy and Advertiser's Weekly 180 Fleet St EC4 
administrative post, full or part-time. initiative; sincere, friendly “public 
131/134 New Bond Street, W.1 London area preferred, but willing w relations’; flair for and interest in the LAYOUT ARTIST (Bx. Pig.), spectatises 
travel if necessary, Please write Arts, music, fashion, publicity (NOT in folders and brochures, | com 
KEEN — a7 4 Box 6414 Ad. Weekly 180 Flee: Si BC4 agency trained, but § yrs, advertising- Ea » 
IN space sa an requi or lead- as) jus = . 3 Photography studios) 
ing technical journal publishers. e+ A.. A. aE . = — Box 6464 Ad. Weekly 180 Pleet St BOS Bos 6169 Ad. Weekly 169 Ples % BCs 
Promotion to Advertisement Manager career, Ready to start as Studio Boy FASHION DRAWING, Female and 
after short probationary period. Salary Children, in line, wash and colour for 


and commission. Write full details of = Gis Ad. Ww eekly 180 — BC4 illustrating catalogues, brochures and 


SENIOR EXECUTI 
of proved ability, at present with well- 


st activities and age : . tans : as blicity Colophon Lid., 31 

Son 6438 Ad. Weekly 180 Fleer St EC4 | NATIONAL ADVERTISER, EXECUTIVE known International Company, respons Tondon Road. a, Tel; 58258 
FIRST-CLASS GENERAL ARTIST, Q9), holder of D.A.A, with cight years’ ible for modern methods of marketing, © tines). 

experienced in figure, lettering and pn Ry hy | gr ane > sales ab yee om product - 

mneral, for F ‘ vertis ‘ © act, Pas Change p evelopment, research, budgetary con- 
yy Big RB Box 6425 Ad. Weekly 180 Fleet St EC4 trol, cost accounting, seeks similar POSTER INSPECTION 
end telery sequel. to ART DIRECTORS PLEASE NOTE. appointment with ad of like R SITE SE ECTION 
Box 6426 Ad. Weekly 180 Fleet St EC4 If you are looking for a visualiser standing. °o 

layout man with six years’ experience, 


Box 6434 Ad. Weakty 180 Fleet St EC4 
PART-TIME APPOINTMENT. Designer- 


in Werwickshivo, Worcestershire, Stetts., 
fic., by « local man with years of experience, 
regular efficient Reports 


please write w 
Box 6424 Ad 


Weekly 180 Fleet St BC4 
SPACE SELLING POST WANTED by 


VIVACIOUS PERSONALITY GIRL 


I ymrapher, formerly Art Director, 
— ~y os “oy brains, enthusiastic type with four ow adver - bsg yo ‘veaily difficult assign- W. 4. COCKBAL, 59 Clerk Street, Birmingham, 16 
- c' - Fo - s F a in @ tising experience. Shepherd, ments preferred Phone: Edgbaston 4078 
25-30. Experionce not essontisl.” Very high 3 Stradella Road, S.B 24) isto Box 6474 Ad, Weekly 180 Fleet St BC4 
earnings for successtul applicant. Apply: ease. ADVERTISEMENT MANAGER, hard ALL-ROUND FREE-LANCE ARTIS! 


Box 6467 worker, secks ~~ oy — a4 wishes to contact Agent for com- 
‘ ‘ Good Agencies trained as representative wit rea pros cts. missions 
Advertiser's Weekly 180 Fleet St EC4 ASSISTANT ACCOUNT EXECUTIVE Box 6465 Ad. Weekly 180 Fleet St BC4 oye 


Box 6417 Ad. Weekly 180 Fieet St EC4 
FINE LETTERING ARTIST/DESIGNER 


(26) would like to change to 


ASSISTANT 


EXHIBITION 
fashion models available (many speaking 


STAFF, demonstrators, 
LAYOUT ARTIST, experienced in Cinema 


Screen Advertisin: required. Write r i Olivia Nowell with rapidly expanding business secks 
. ming, req . ’ two/four languages) a o additional commissions 
stating age, experience and salary ADVERTISING MANAGER Agency, The Garden Swdio, 44 Red Box 6429 Ad Weekly 180 Fleet St BC4 
required Box AC 86842 Samson 4 = — | layout~a lot of a ae Cliffe Road. $.W.10, FLAxman 4796, 
Clarks, 57/61 Mortimer Street, London, AA sound production beckgrous ADVERTISER WISHES TO SECURE 
WI Box 6490 POSITION ABROAD in preference, COURSES 
YOUNG MAN (finished National Service) 


Advertiser's Weekly 180 Fleet St EC4 or situation in Gt, Britain considered. 
20 years’ experience in the 
Showcard and Display business, 


ideas, first-class lettering 


required for City Advertising Agency, 
elementary Knowledge of production and 
copy dispatch preferred but not essen- 
tial, Write, stating age, salary required 


Over 

Poster, 
contemporary 
and layout artist with exceptional speed, 


OUTDOOR PUBLICITY. Executive, 43, 
good organiser with initiative and drive, 
secks 


AA and IIPA. 


and experience, if any, to , responsible position in a able to illustrate, also complete prac- 
Box 6430 Ad. Weekly 180 Fleet St BC4 Sones, a. Te con tical knowledge of screen printing, EXAMINA TIONS 
with Town and Country Plannine Act. og By INTERNATIONAL CORRESPON- 
ADVERTISEMENT | | Wi,,c20rerses; 49reah. <>: | Sencous, embitious and enernctic, "At | | DENCE SCHOOLS oft, comprehen 
. ‘eee Seeevences. _ the moment holding working visas for eve 8 up. . 
Box 6463 Ad. Weekly 180 Pleet St BO4 America and Canada Prepared to Courses and Tuition in preparation 
REPRESENTATIVE | | rum runicrry speciaust ccks oleae os cay eae for the above examinations, These 
. work on the Continem or y 
ange Capable of tackling any country Courses have been prepared by ex 
required to sell space in series of holiday branch of advertising. Box 6462 Ad. Weekly 180 Fleet St BC4 perienced and successful advertising 
guides and magazines to hotels, holiday Box 6418 Ad. Weekly 180 Pleet S% BC4 “ men. 
camps, etc., throughout Eastern Coastal ING ~ ¢ after year 1.C.S. Seudents figure 
ae 7 —_ eo 4 “Seoer i a e PRINTERS pomiasasly ts the lists of passes and 
experience, energy en ity to 6454 | ote fey Ta S with our help many adverticing men 
WRITE IN CONFIDENCE giving age and won Ad. Weekly 180 Fleet St ECS PRINTING. Well equipped firm and wens hove become Associates 


HAVE YOU ROOM for someone who 
can claim five years with top agencies, 
four years with internationally known 
advertiser, three advertising essay awards, 
the Diploma of the Advertising Associa- 


details of experience to: 
Box 6487 
Advertiser's Weekly 180 Fleet St EC4 


miles N. London) solicits enquiries for 
high class colour, brochure or journal 
Absolute faith assured. 

Weekly 180 Pieet St BCA 


of the L1LP.A, A.A, diploma 
holders. 
All our candidates are coached until 


successful without extra charge 


or 


production. 
Boz 6202 Ad 


mas tion; and is still under 307 If you We also give speciatived training in 

REF AESENTATIVE urgently required for have, then please write to MISCELLANEOUS COMMERCIAL ART, POSTER 
selling bus space, Areas Lancs, Yorks, | Box 6443 Ad. Weekly 180 Pieet St BC4 DESIGN, LET TERING and SIGN 
Newcastle, Midlands Expenses and INTEREST is what I want. I've been a DEBTS collected throughout Britain. No WRITING. 
excellent commission. Write Howards layout man/visualiser for over seven result—no fee Brilegal (Estab. 1919), Write to-day for free book containing 
Publicity Lid., 93 Market Street, Man- years, and I still haven't found the 80 Leeds Road, Bradford full information about our excellent 
chester, | right job | instruction service. 

ARTISTS. Still life artists required for Box 6433 Ad. Weekly 180 Fleet St BC4 SALES AND WANTS Dept. 28, INTERNATIONAL 
line, wash and colour illustrations. WANT ME-—young man, three years’ all- ¢ . SCHOOLS. 
Must be fully experienced in mail round Agency experience. Progressive AEROGRAPH POWER-DRIVEN ©COM- 0 
order catalogue work. Highest wages. | post in Agency or Publicity Department. PRESSOR UNIT and airbrush for sale International Buildings, Kingsway ,W.C.2 


Box 6344 Ad. Weekly 180 Fleet St EC4 | Phone GROsvenor 2147. ! 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Box 6427 Ad, Weekly 180 Fleet St EC4 | 
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ADVERTISER’S WEEKLY PHURSDAY. JANUARY 14, 1954 


dvertiser’s 
ee Weekly Ls 


55/- (overseas) 


STOP PRESS 


ACHIEVEMENT sue 


Roy Thomson, Canadian news- 
per millionaire who is chairman of 
| ele Publications Ltd., stated 


in Edinburgh that one of Canadian 
. developments which might be in- 
I HE announcement last week JULY - “wer *-y Ge gue af extous 


DECEMBER 1952 in 


’ Tp: longer,” he said. 
of The Sunday Times net sale With the freeing of newsprint it 


_ — was inevitable that the iently 
| | managed newspapers would grow 
506.586 more prosperous. He continued: 
figures for the last six months enn Sa at ee ee ae 
vertising will have the money to 
produce bigger and better news- 
papers.” 


of 1953 was received with JANUARY - 
JUNE 1953 NET 


| (Continued from page 47) 
articular interes Circulation of the “Sunday 
P t not only by Ex ” was 3,247,528, increase of 


me _ an 47,790 copies a week over 1952. 
) ) y ) “Sunday Dispatch” rose from 
eve he 2,685,054 to 2,738,158. 


Other figures available include: 
“Eastern Daily Press” 51,880 (as 

| compared with 51,497), “Eastern 
| ——, News” | yor A prety 

t h rough out t he hews Pp a pe r eeatan. Feat” (Jersey) 16.060. P 
JUI i @ “Wellington Journal and Shrews- 
bury News” 49,890 (for whole of 


world. DECEMBER 1953 wane 


Hulton Press announce (subject to 
A.B.C, ao: “Picture 


-—— AS | Post” or 
The figures show that the most ) _) | 300,426 (260, $10); " “Housewite,” 
. e _* Gan 200,236 (200,250 


readers and advertisers, but 


. : V. Delport, managing director of 
widely read Sunday newspaper Penton Publishing Co., Ltd., tor 30 
years, has relinquished his appoint- 

ment, but remains editor of “The 

The above average weekly net sale figures Service Station” and on the board. 


in its class has reached a new CG. | —~_ aa 


and ey. general manager. 


are certified by Messrs. Price, Waterhouse 
& Co., chartered accountants, in accord- 
ance with formulae prepared by a Com- 


mittee of the Newspaper Proprietors U ry Display Producers 
landmark. eccateen, ™ and Silk Screen Printers Association 
are considering a plan to widen 
membership by forming an associate 
group to include silk screen depart- 
ments of agencies and big ver- 
tisers. 


Taylor Advertising Ltd. appointed 
for Flight Refuelling Ltd., designers 
and manufacturers of air-to-air and 
ground pressure refuelling equip- 
ment; White Advertising (Birming- 
ham) appointed for the House and 
Fashion Store, Coventry (pages local 
press and posters). 


ave > of “Vanity Fair” 

S, approximately 

se of gy vertising. It will be 
the biggest-ever issue. 


Published by oe, a ag BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Sweet, London, E.C.4. (Phone: Chancery 8844.) 
14, 1954. Printed in England by Keliher, Hudson & Kearns Ltd., 15-17 Hatfields, London, $.E.1. 
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